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Here’s holloware that sells on sight! 


NEW 
SPECIAL 
OFFER 


Ten popular items, to retail at $10* each—all in Footed pie plate with pyrex liner, 10'-inch 
“Spring Flower’ pattern—each individually packed. § Candelabrum, height, 6 inches; spread, 10 inches 
These lovely gifts for every occasion put you in the Bowl, 121%-inch, pierced 


fast-growing holloware business at minimum cost! Raker 
B 5 Buffet tray, 15-inch, pierced 


YOU GET ONE EACH: Coffee server, 9 cups 
Round tray, 15-inch diameter, pierced Sugar and cream set 
Double vegetable dish, 16-inch diameter 


Well and tree platter, 16-inch diameter RETAIL VALUE.. . $100.00 
Gravy boat with attached tray, 16-oz. capacity Order Unit Number 332-2 *Plus Federal tax 


ES On 
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oi at sm Moltia*telelaeh ;-1em salell tt: 01-8 OlE Baal el heels ad 
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and she 
SIOUIGA Weal 


| Mamonds 


wherever she goes 





Diamonps of unmatched pride and beauty that will 


distinguish the wearer now and forever are available 


| * wear ing 10 ct. Mar- a 2 “11; a, 
vgoaad Pie. 35 d. dic- ms os rsa at all times from William Levine Company. 


“mend bracelet, 30 ct. diamond , £2 ; 
Sectdace, 71 ch: diamond ear- ee ee | At your request, a selection from the world’s most 


- 5 ~ rings. All available on memo. ica’ 
OS sal beautiful diamonds, assembled by one of America’s 
leading importers and cutters of fancy diamonds, 


will be sent to you on memo. 


William levine Com pany 


importers and Cutters of Fine Diamonds 
29 E. Madison St., Chicago 2, Illinois Phone CEntral 6-38700 
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If our cover gives you a pleasurable feeling 


P. M. FAHRENDORF, President of action cee sc of pace, tay caught 
its meaning. cause it represents the resurge 

nite 2s -saabscmaage MAD of vitality > the jewelry business which comes 
DONALD S. McNEIL, Editor : each year rie the me ao and 
sector trade show (July 27-31). To whet your oppe- 

| + alapaa tes otal — Se tite for the big jhe read our preview start- 
FRANK A. FORTESCUE, Associate Editor ing on page 42 . . . Gold filled jewelry is a 
MARION K. STOCKER, Associate Editor SUN Cue Res “bonanza” for Everts’ of Dallas; you'll find 
DONALD DOWDEN, News Editor oy 5 ial their selling formula in “Bargains in Beauty, 
MADELINE LOVE, Gifts Editor PEERLESS . page 60 . . . Can't sell watches in summer? 
PAUL WOOTON, Washington Member of the i "Nonsense!" says Leo Weisberg who does a 
Editorial Board brisk trade in vacation timepieces—page 68. 
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. ; , 3 Y 

dain a Ale Ree Pa Speaking of the Jewelry Trade °' 
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The 
“World's 
Newest 

Jewel’ will 
be on display 
995 


at booth Zo. 


the N.R.J.A. show 
at the Waldorf As- 
toria. Aug. 10-14. Now 
you can see for yourself 
why this fabulous vem, the 
Chatham Cultured Emerald, 
is receiving such acclaim—why 
it is rapidly becoming an impor- 
tant source of income for many jew- 
elers all over the U.S. The Chatham 
Cultured Emerald will be the most excit- 
ing single exhibit at the show—dont miss 

it. If you cant come to the show, write or 
wire, and we will send you a memorandum 
selection and an illustrated brochure immediately. 

CHATHAM 

CULTURED 

EMERALDS 
A Division of Ipekdjian, Inc. 
580 Fifth Avenue, New York, N.Y. 
In Canada: JEWEL DISTRIBUTORS 


100 St. James St., Montreal, Que. 





ERNEST BOREL 4@nzncounces 
OLS . «. the watch with the flash-light face 


A miniature “‘lifetime” battery, a 
tiny light bulb and push button 
switch are combined to light the 
dial of FLASH. To tell the time in 
darkness and semi-darkness the user 
simply presses the button. This 
provides immediate visibility which 
eliminates the problem of eve 
adjustment necessary with other 


tvpes of dials. 


Most amazing is the power and 
performance of the miniature 
battery which is rechargeable 


and built to last a “‘lifetime’’. 


Waterproof case in either 
stainless steel or gold 
plate, 17-jewel movement, 
unbreakable mainspring, 

shock resistant and 


antimagnetic. 


Owner Can Recharge 


The FLASH battery is guar- 
anteed against defects—is 
rechargeable at about six month 
intervals with special device 
provided with each watch. 

This is easily done with the 
use of a flashlight without 


harm to the batteries. 


ERNEST BOREL. 


NEUCHATEL SWITZERLAND 
For Complete Information Write To: 
BOREL WATCH COMPANY / 1008 WALNUT / KANSAS CITY, MO. 
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for the same reason that you loupe diamonds... 


LOUPE MOUNTINGS before you buy! 





RY 
Se 


No mounting is a bargain, no matter how low priced if it doesn’t 
help sell your diamonds. The right mounting can enhance the 
beauty and brilliance of any diamond. Any knowledgeable jeweler 
will agree that the only mountings worthwhile are those which are 
the finest money can buy. There are absolutely no finer rings 

than those made with findings from K & B, pioneers and leaders 

in the art of ring finding manufacture. Here we take pride in an 
extremely high degree of craftsmanship, guided by an unwavering 
pursuit of minute details. Experienced hands operate the 


newest and finest equipment in the world. Experts in jewelers 
metallurgy are on hand. Volume selling keeps our cost at a 
minimum. This is all reflected in every K & B product. 

This is what your loupe will show. 


RANLAN & BEBIGHER, INC 


P; Cr) 136 W.52nd ST., NEW YORK 19, N.Y. 
GD ¢<’ OFFICES IN CHICAGO AND LOS ANGELES eo 


STONE RING DIVISION: FALCON STONE RING MANUFACTURING CO. 





Look for 
absence of porosity 


Look for 


‘itv sharpness of detail 


Look for 


immaculate assembling 


| Were) <a ce) 
perfect polishing 


x B superior styling § always plainly visible! 


No. 148/2264/6 engagement ring 
with wedding ring No. 45/2265/6. 
Set takes sixteen 14 pt. melee, 
any size center. We manufacture 
and sell only the mountings. 
They are shown with diamonds 
only for display purposes. 


We manufacture a complete line of 
ring findings, mountings, wedding 
rings, sets, men’s diamond mountings 
and ladies’ and men’s stone rings. 
Free newspaper ad-mats. Displays, 
catalogue sheets, stuffers available. 


Fine diamonds deserve K&B 
mountings! all others need them! 













































Slender Set 
Styling 


... new features and margin 
loaded prices make these new 
Philco radios the must line for 59! 


gE 


aes 


Philco steals the thunder with this new low 
priced fully automatic sensation! Here’s 
fresh sculptured styling with exclusive Ta- 
pered Profile. Sure-set delayed “off,” lulla- 
way circuit and buzzer alarm. Big, clear clock 
face with luminous hands. Loop antenna. 
Choice of pink, aqua or lustre ivory. 


Er 
& 
Be 
8 
= 
3 
x 
if 





PHILCO CLOCK RADIOS START AT 


*24=. 





TAPERED, TERRIFIC AND 
TOPS IN TONE! A fabulous new 
quality set with trafic appeal! Has 
every automatic feature including 
timed appliance outlet! Big loop 
antenna provides terrific recep- 
tion. A gleaming new Tapered 
Profile styrene cabinet in choice 
of pink, lustre ivory, or charcoal 
MODEL 753 gray. A sure-fire impulse item! 




























MODEL 624 
CABINET IS BEAUTIFULLY FINISHED ALL THE WAY AROUND! 







All Philce standard-broadcast radios carry a full 90-day parts and labor warranty! 





PHILCO GIVES YOU 
THE NEWEST NEW LOOK 











: a a ayes ae ih eh i is es 


MODEL 751 


TAPERED PROFILE AND FULLY AUTOMATIC! 


FIRST AND ONLY PUSH-BUT- 
TON CLOCK RADIO! Most excit- 
‘ing — most automatic clock radio 
in history! Features magic push- 
button clock controls. Big, cheer- 
= ful clock face with no cluttering 
> . tabs. Largest luminous hands in 
the industry. A dreamer’s delight, 
: exclusive-from Philco! Choice of 
sts MODEL 788 Tich lustre ivory or aqua. 








PHILCO TABLE RADIOS START AT 


Sys 








POWERFUL TABLE RADIO HAS P 
TWO SPEAKERS! Five-tube chassis, 


LOOK AHEAD... Gntl foul Chobse plus one rectifier. Two 4-inch speak- 


ers. Big loop antenna, tuned RF stage 


and three gang condensers give top 
Be gens, i é © fringe area performance. Sturdy sty- 
| rene case in ivory or mahogany with 

® illuminated dial. 








MODEL 620 
ELEGANT NEW FULL-DRESS STYLING! 


Every inch a champion in style and performance! New 
clip-in slender chassis. Four tubes plus rectifier. Big 
set tone. Rugged styrene cabinet completely finished 
front and back. Ebony back with ivory or pink front. 
Gleaming gold trim. A sure money maker. 


4 TWIN SPEAKERS AND ILLUMI- 

NATED TUNING! Value sensation of: 
the year! Has two 4-inch speakers, il- 
luminated tuning and the finest sound 
quality in its class! Tapered-Profile 
styrene cabinet. Flame, aqua or ivory. 






MODEL 963 
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Forstner’s 
famous quality 
brings you 

an extra measure 
of profit! 


Forstner appeals to your best customers... those 
who demand the very finest in design, in work- 
manship, in basic value. These customers are 
the backbone of your business . . . the customers 
who traditionally prefer the superior quality 


crafted into every Forstner piece. 


But Forstner does more than give you quality 
merchandise. It pre-sells your better customers 
with consistent, quality national advertising 
right through Fall and Christmas in 6 leading 
magazines plus the American Weekly in 31 ma- 
jor markets. Result: More traffic, more volume, 
more profit for you, when you tie in with Forst- 


ner! Contact your Forstner wholesaler now! 


FORSTNER, INC., IRVINGTON, NEW JERSEY 
Forstner (Canada) Ltd., Sherbrooke, Quebec 


Showrooms: 
320 Fifth Avenue, New York, N. Y. COLA. 
29 E. Madison Street, Chicago 2, Ill. 


JEWELRY’S NAME FOR QUALITY 











Business is good 
for dealers who feature the all-new 
Ronson Varaflame! 


GENUINE SOLID ad | EYE-STOPPING 


WALNUT CASE : j ai 
: Ty. a penn COLORFUL NAME 
ITALIAN FINISH a a pe aaa 








REMOVABLE Sm, RS Ps GOLD 
TRAY IN ee = ‘ MYLAR 
RICH BLUE VELOUR, = a - 

GOLD STAMPED 


NEW VARAFLAME! 


WORLD'S FIRST ROCKET-POWER LIGHTER! 


e lights for months on one Butron fueling 
e flame is adjustable for tall or short lights 
e fuels in seconds without disassembling 





FREE! this magnificent counter cabinet, when you buy the 6 unit Varaflame assortment listed below! 
A dramatically styled, high quality fixture. Practical compact... 814” high, 15’’ wide and only 5” deep. Put 
this smart counter cabinet to work for you now to sell Varaflame ... the most exciting new product in lighter history! 


RONSON VARAFLAME COUNTER CABINET ASSORTMENT VA-6... 





YOU GET: 
1—Engraved Design #17002 ........2sseesseesseeeees oe SOU OETA VEE................... $104.30 
2—Engraved Design #17103 ....... @ $14.95... 2200 29.90 YOU PAY (at customary discount) .esccseseessses 62.58 
Sane th HUE BUGUE 000k. 066 cdcce sincceencoccoce 16.50 
WN sn -o : $41.7 
Say UNE ETRE 6 cc ccccbencdidsececccvéuceose 18.50 a 
1—Black & Tortoise Enamel #17350 .............0s+00: 1995 Plus FREE Luxurious Counter Cabinet 
Order now! Call your Ronson supplier today. Lighters 
6—“Butron” Multi-Filis #99053 ....... eS year 4.50 guaranteed by Ronson with a full year free service policy. 


) 6) N S O NJ maker of the world’s greatest lighters and electric shavers 


RONSON CORP., NEWARK 2, N. J.; TORONTO, ONT.; LONOOM, ENG. 
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EXCLUSIVE! EXCITING NEW RONSON 
BUTRON-FUELED TABLE LIGHTERS 
with illuminated “Galaxy” ‘Uisplay: 


NN 


TABLE LIGHTERS with new, BUTRON FUELING 4 























COMPLETELY NEW AND DIFFERENT! Dramatic, dazzling ‘“‘out-of-this-world”’ display 


features illuminated twinkling colorful stars in rich blue velvet background. ‘“‘Adjustable flame” and 
“year of lights’’ flash on and off. A plush, permanent display . . . sure to stop traffic at your store! 


THIS VALUABLE DISPLAY FREE WHEN YOU BUY THESE 3 RONSON BUTRON TABLE LIGHTERS 





@ FUTURA (iop) ... dramatic departure in YOU GET SUGGESTED RETAIL 
lighter design . . . bright chrome . . . lowest a -leme Ea RA Ae OES Eat Ae | ee epee es 
= 0 ee TEA eee ra eae rE 
priced Butron table lighter. nt! bavaeieenakiatel 19.95 
® GODDESS (left)... elegant in genuine milk IED « «ce0 6 ce sehualihocsneude cone 6 at 75c ea. ’ 
glass, exquisitely designed for the home. PE osG abe a Abie hsicinccccnaccencces $65.90 
YOU PAY (at your customary discount) ,..cccccccccsssssseseces 39. 54 


@ METEOR (right) ... strikingly handsome in 


florentine finish with brilliant gold-tone band. = YQU MAKE..................0.ccccccccceceee. $26.36 
Plus deluxe, illuminated ‘‘Galaxy’’ display, FREE ! 


Call your Ronson supplier now! Lighters guaranteed by Ronson with a full year free service policy. 


maker of the world’s greatest lighters and electric shavers 


RONSON CORP., NEWARK 2, NM. 4.; TORONTO, ONT.; LONDON, ENG 
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our WIDE WEDDING RING promotion 














ispl ly available w 
Display only 198" 
Your total cost only 


See us at...CHICAGO TRADE SHOW: And at the .. 


WALDORF-AST 
AUGUST 10-14, 
AND SPACE 127-128 


K. POLISHOOK & SON, Corp. 


216 East 45th Street, New York 17, MUrray Hill 7-1664 


CONRAD HILTON HOTE 


PARTICIPATION SUITE 


There is a Polishook Salesman 
in your territory. .. 
Write today and we'll send him 
fo see you. 


‘ Cet et, eee Agee Dey 
i, MR EDS OP Rat 
« a ae a is 
cd Me 7 Pree ae ~~ * 
Bal ae 9 ee : 
bee ogg h an eT aN ae ee 
- . hs ‘<: - Pa i ~ 
Ye" a 7 ad 
*» a 
x =. ers “8 
eee | 


L, CHICAGO 
JULY 27-31, BOOTH 97-98 and 


[2 best selling styles combined into one sensational 
promotion unit that will give you the fastest turnover of 


any rings in your store! 


T We sliitnelascemelaacce yellow and white 14K gold 
two-tone combinations. 


@ FREE This eye-arresting 3-dimensional pink 
and grey velvet covered window displayer. 


@ FREE Established factory resale 
price tags that guarantee a high, 
healthy mark-up. 


ge Ma tilemaciilatilelcues melirielee). 
service is always depend- 
able ... 24 hour delivery 


on “specials.” 


ith 12 styles illustrated 


NEW YORK TRADE SHOW 


ORIA HOTEL, NEW YORK 
ROOM 865 


Manufacturers of “Everything in Rings” Since 1898 


Featuring the Trade Names “Lloyds of New York” and “Fidelity” 


CHICAGO OFFICE: Heyworth Building, 29 E. Madison S¢. 
PHILADELPHIA OFFICE: Jefferson Building, 1015 Chestnut Se. 











- 


ape Prophets On Profits Say. 


ee GOES TO WORK FOR YOU 
MINUTE YOU PLACE AN ORDER! 


ee —_- 
a 
oe MO 


i. «) cc gx 4)| |} 


‘. What do our teens buy for themselves with 
their own money? 40% buy their own jewelry! 


2. How big is this teenage market today? vy i 
16,130,000 (U.S. Census, July, 1955) — almost ‘Sia am om ii Handsome, two-tone inventory 
10% of the total population — an : control, in-store showcase display 


size and purchasing power every day. 5, i Hai Contains 36 rin ; 
‘¢ will be more than 24,000,000. if i ranging from “ys pot ean 
to V4 . ° up 
s the teenage market in terms 8'2 available at no extra cost. 
ay’s teens pocketed some 
1956 in allowances, 
and incomes derived from jobs. By 1 
“nocket money” wiill bulge to $14,000,000,000 or 


more a year. 
HE OFT THATS 


4. Let’s look in on our working teens. Some TREASURED 

800,000 have steady, full-time jobs. And nearly ALWAYS 

4.700,000 have part-time jobs after school or 

Saturdsy®, of sitting and the poeg ign | 

about 5,00U, earning teens throug the year. a, = ) Eve- ‘ : 

Comes summer, the teenage work force rises to = — | = Catching pink and grey velvet 
— | covered window displayer 


more than 9,500,000 over the vacation months. LY 
5. It is wise to establish brand franchise and j Jus an Extra Bonus of 


customer loyalty early with teenagers because a se 5 > | 
7 om | } 6 FREE RINGS 


IS THE ) —— ae JUST RIGHT FOR YOUR = 
tial for advertisers offered by our teenager HEARTS DELIGHT ) 
AY 





fabulous. If you have a story to tell about a VALanas f 
product, a service or a store.. “TELL IT TO 
THE TEENS! 











MOTHER'S DAY 


TO GET 

THs = Rage SHARE OF ssilensieal 

PROMOTION FROM aoe 
FROM HAPPY BIRTHDAY | 

POLISHOOK ACT NOW! Interchangeable window displayer cards for acowm- $8 


every important teenage gift giving event! greens, em, 





First results are in and the 
nthusiastic 
response of : 
= ‘eps everywhere is | od —E y 
z 2 COLUMN NEWSPAPER AD MAT 


Your Total Return... . 473°" 
Your Total Cost ...... 180” 


YOUR TOTAL PROFIT *293°° K. POLISHOOK & SON Corp | 











This Promotion Consists of: 


14 rings to retail at 7” 


216 East 45th Street, New York 17, MUrray Hill 7-1664 


each 
Manufacturers of “Everything in Rings” Since 1898 


14 rings to retail at $105 each 


14 rings t Featuring th t 

nat g -” retail at $1 4°5 cach g the Trade Names “Lloyds of New York” and “Fideli 

t Not including Fed. Tox. CHICAGO OFFICE: Heyworth Build ee 
ing, 29 E. Madison St. 





PHILADELPHIA 
OFFICE: Jefferson Building, 1015 Chestnut St 
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ANSON’S CRUSADE FOR NEW PRODUCTS Starts with 
the most saleable box line you ever saw! Top quality 
throughout. ALL-STEEL CONSTRUCTION, the 
finest leatherette coverings, top-grade non-crush velvet 
inside, stunning color combinations. And, above all, a 
BRAND-NEW LOOK in boxes! 


FOR INSTANCE: Trophy Cup jewel cases, sculptured 


Golfer and Bowler jewel cases—unusual new gifts for 
men and women — all with Anson’s NEW “SLIP-OUT” 
PLAQUE FOR EASY ENGRAVING. Ideal for per- 
sonalized gifts, contest prizes, awards, etc. for only $5.50. 


FOR INSTANCE: Masculine Sports Motif jewel cases 


RAND- 





NEW GIFTS 


New Ideas...the LIFEBLOOD of your business! 


with a choice of 6 artistic metal sculptures on polished 
wood. Loaded with sale-appeal at only $4.95. 


FOR INSTANCE: Large Size Dresser cases for men and 
women. 7° x 10° and 3” deep. Luxuriously fitted. 
Double rims, handle, legs—a terrific value at only $5.95. 


FOR INSTANCE: A colorful completely equipped game 
chest. Roulette wheel, roulette cloth, chips, dice, two 
decks of plastic coated playing cards, pencils, pads etc. 
—a wonderful gift item at $10.95. 

These and many more exciting new items from $1.95 
to $17.50 are ready to bring people into your store, 
—READY TO BE SOLD EASILY, PROFITABLY! 


Pe ee 





No. 


120 
463 
440 
493 
A-B-C 


468 
(Not ill.) 
414 


No. 
452 
123 
494 
455E 
A-B 


489 
461 
460 
412 
(Not ill.) 


from *4°> to *4 7 


A complete range of prices... ! 
FOR LADIES RETAIL 


Wardrober for home and travel, with clasp. 

Luxury wardrober with silk pad, clasp... 

Medium size wardrober with clasp 

Luxury jewel case. slip-out plaque, 

Sculptured ‘‘Trophy Cup’’, golfer, bowler, 
jewel case, slip-out plaque, legs 

Large luxury dresser case, handle, legs 

Decorator's jewel chest, 2 pull-out drawers. . 

Decorator's jewel chest, 3 pull-out drawers 


FOR MEN 


Luxury wardrober with silk pad, clasp 

Medium size wardrober with clasp 

Luxury jewel case, slip-out plaque, legs. ... 

Sculptured sport motifs on wood, legs 

Sculptured “Trophy Cup’’, bowler, golfer, 
with slip-out plaque, legs. ... 

Large luxury dresser case, handle, 

Game chest, 2 decks of cards, chips, dice . . 

Game chest as above, plus roulette, cloth .. 

Decorator’s jewel chest, 2 pull-out drawers, . 

Decorator's jewel chest, 3 pull-out drawers. . 


$17. 50 
RETAIL 


$17. 50 


)) 


Your Anson Distributor is your friend! 
He will show you completely merchandised assortments 
on Anson’s new box line and other EXCITING, NEW 
ANSON PRODUCTS. He'll visit you soon! Wait forhim! 


ORDER TODAY 
from these 


Anson INstributors 


ARIZONA 
E. W. Reynolds Co., Phoenix 


CALIFORNIA 

The Baill Co. of California, Los Angeles 
Friedman Gessier Co., Los Angeles 
Sam Haffner, inc., Los Angeles 

Simon Green Co., Los Angeles 

Phillip Wolman Co., Los Angeles 

S. M. Mickelson Co., San Francisco 
Morgan & Allen Co., San Francisco 


oe 
C. Becken Co., Denver 
Albert F. Long Co., Denver 


DISTRICT OF COLUMBIA : 
Advance W. & Jirs. Sup. Co., Washington 


FLORIDA 
Dunn & Ewbank iInc., Tampa 


GEORGIA 
Ewing Brothers, Atlanta 
Sommers & Sommers, Atlanta 


ILLINOIS 

The Bali Co., Chicago 

A. C. Becken Co., Chicago 
Stein & Elibogen Co., Chicago 
A. C. Becken jr., Chicago 
Lossau & Kramer, Chicago 
Pakula & Co., Chicago 


INDIANA 
Baidwin-Miller Co., 


KENTUCKY 
Erwin Neuman inc., Lexingto 
Gleeson Jewelry Co., inc., Louisville 


LOUISIANA 
J. C. Wilfert Co., Crowley 


MARYLAND 
M. Kohner, inc 


MICHIGAN 
Stein & Elibogen Co., Detroit 
The Gorenfio Co., Detroit 


MINNESOTA 

The Bali Co., Minneapolis 

C. E. Roal Co., Minneapolis 

S. H. Clausin & Co., Minneapolis 


MISSOURI 

Edwards & Co., Kansas City 

The Gerson Co., gr a 

J. J. Burke Co., St. 

Wm. P. Mahne "alter = St. Louis 


NEBRASKA 
T. J. Safford Co., Lincoin 


NEW ENGLAND AREA* 

1. Alberts’ Sons, inc., Boston, Mass. 
G. F. Crook Co., Providence, R. |. 

J. A. Silwer Co., New Haven, Conn, 


GREATER NEW YORK AREA** 


H. Poiner inc., Buffalo 
A. Winkelstein inc., Elmira 


. Levitz & Co., Albany 
Lucas Wholesale Jewelers, inc., Syracuse 
NORTH ogy aren 
The Ball Co., Chariott 
Shubkin-Retchin inc., ‘Charlotte 


Indianapolis 


, Baltimore 


A. C. Becken Co., Cincinnati 

A. G. Schwab & Sons inc., Cincinnati 
Markowitz & Friedman inc., Cleveland 
Joseph Sculler & Co., Columbus 


OKLAHOMA 
Oklahoma Ross Beck Co., Oklahoma City 


OREGON 
Butterfield Brothers, Portiand 


PENNSYLVANIA 

Brown & Son inc., Philadelphia 

j. B. Bechtel & Co. inc., Philadelphia 
J. L. Tessier, Philadelphia 

Superior Jewelry Co. Philadeiphia 
Biggard & Co. inc., ‘Pittsburgh 

J. B. Bernstein Co., ‘Pittsburgh 

G. Phillips Co., Scranton 


TENNESSEE 

Sandown & Kendall, Memphis 

S. Fargotstein & Sons, Memphis 
A. B. Becken Co., Nashville 

C. B. Peterson Co., Nashville 


TEXAS 
Lyles-Van Degrazier Co., Dallas 
Herbert Stehberg inc., Dai.as 
Wm. R. Katz Co., Dallas 
Taylor & Co. Inc., Houston 
. Hammond Co. inc., San Antonio 


UTAH 
Decker Jeweiry & Co., Sait Lake City 
S. H. Clausin & Co., Salt Lake City 


VIRGINIA 
Richmond Jirs. Sup. Co. tnc., Richmond 


WASHINGTON 

Albert Spring & Son, Seattle 

Simon Golub & Sons, Seattie 

irving Gelb, Spokane 

S. H. Clausin & Co., Spokane 

Simon Golub & Sons, Spokane 

WISCONSIN 

M. Weingrod Co., 

HAWAII 

Ettingers Wholesale Jewelers, Honolulu 
*Distribution in area through listed dis- 
tributors only. 

**Aiso Sole Franchised Distributor, State 
of New Jersey South to Trenton. 


Milwaukee 
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Ring Boxes 


WILLIAM KORN 
COMPANY 





BUFKOR 





Now the creative talents, production facilities, and jewelry trade 
experience of three famous firms have been combined into one great. 
new organization to serve you better .. . faster ... more economically. 


Now BUFKOR offers the largest sales and service organization, of its 
kind in America ... 21 men covering every state. 


Now BUFKOR offers the fine products of all three companies with 
same high standards of imaginative design, scrupulous attention to 
detail, superb materials and craftsmanship. 


Now BUFKOR offers new products and new services which you can 
see at the shows. 


Visit Our 
Booths at These Shows 


DALLAS ALLIED GIFT SHOW 
Press Room—8/31-9/4 


OHIO RETAIL JEWELERS ASSOC. 

Rm. 451-452-453—8/31-9/2 

PITTSBURGH JEWELRY & GIFT FAIR 

Booth 30-31—8/24-8/26 

PACIFIC TRADE SHOW 

Space 43-44-45—8 /31-9/3 

CHICAGO CONVENTION & TRADE SHOW 
Booth 1-2-3-4-160-161—7/27-7/31 
















Window Platforms 


SUL DERN ALCAN maar I 
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NEW YORK CONVENTION & TRADE SHOW 
Booth 77-78-81-82-88-89-90—8/10-8/14 
DENVER GIFT & JEWELRY SHOW 
9/13-9/17 

MICHIGAN JEWELERS ASSOCIATION 
9/13-9/17 

DETROIT JEWELRY SHOW 

9/7-9/9 

SOUTHERN JEWELRY SHOW 
5§15-517—7/20-7/23 


Also visit our 
New York Showroom, 48 West 48th Street—See Bob Ratner 


— 


BUFFALO JEWELRY CASE DIVISION ] 
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DIAMOND RINGS 
MAKERS OF PATENTED feature Sook pe ae RINGS AND 


PATENTED FEATURE-GLO GEM-ON-GEM SETTING 


have the patented 
Gem-on-Gem Feature-glo setting 


Actual Photegraghs a 
SAME SIZE 2s a! 


DIAMOND 
IN BOTH RINGS 


- 


ed by American Testing Laborat 


RINGS ENLARGED TO SHOW DETAIL 


...and only CuUlulse DIAMOND RINGS 
give you these plus sales features... 


The finest styled, finest crafted mountings in the industry. 


The patented FEATURE LOCK that holds rings together in perfect 
position, always, with absolute clearance under diamonds for 
maximum brilliance. 


The exclusive FEATURE “PERMA-FINISH” that keeps rings 
brightly new. 
ne ees Rr ie ae Pre-merchandised styles that create maximum saleability and profits. 
Feature Ring Suite National advertising and powerful in-store promotions that pre-sell 
Chicago: Conrad Hilton your customers and build your diamond business. 
New York: Waldorf-Astoria 


Contact your authorized FEATURE RING wholesaler or write Feature Ring Company, Inc., 130 West 46th St., New York 36, N.Y. 


FEATURE LOCK FEATURE-GLO AND GEM-ON-GEM ARE REGISTERED TRADE MARKS OF FEATURE RING COMPANY, INC. FEATURE LOCK U S&S. PAT. #2507348 AND OTHERS GEM.ON-GEM PAT #2774231 
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An Important Policy Statement 


from Oneida Ltd. 
Addressed to Our Wholesale and Retail Friends 


Fine silverplate has been for some years living in a jungle of uncertainty and con- 
fusion. This has been harmful to you, our customers, and to us, the manufacturers. 
We believe it is time to bring order out of chaos, to state frankly and clearly certain 
policies which will clarify exactly where we stand and what we intend to do. That is 


why we now publish the following four-part policy statement. 


1.. Fair Trade 


We intend to hold to and fight for fair-traded prices 
in all those states and areas where the law permits. 
The Oneida Community lines covered by this 
policy are: COMMUNITY Flatware and Hollow- 
ware, TUDOR PLATE ONEIDA COMMUNITY 
Flatware, ONEIDA COMMUNITY LTD. Hol- 


lowware. 


We understand all the reasons advanced by the 
manufacturers who have abandoned fair-traded 
prices, but we believe in the principle of Fair Trade, 
and we are stubborn. We believe retailers, small 
and large, are entitled to a fair profit — that the 


fight for an adequate national law which will pro- 
tect the right of manufacturers and retailers must 
be continued — that every abandonment by a re- 
sponsible manufacturer hurts the joint effort to 
obtain proper legislation. 


Do we expect that our suggested retail prices will 
be maintained throughout the length and breadth 
of the United States? Unhappily, we know that 
this is impossible — but where the law permits and 
where there are dealers who will cooperate, we in- 
tend to fight for honest and fair retail prices. 


2..50% Off Sales (Discontinued and Inactive Patterns) 


For several years we have run such sales on our 
EVENING STAR, TWILIGHT and CORONA- 
TION patterns. They have not been properly re- 


stricted or controlled, and as a result, have tended 
to become year-round sales. 
(continued on next page) 








2..50% Off Sales (Discontinued and Inactive Patterns) — continued 


We are of the opinion, first, that sales at 50% off Second, since we asked our wholesalers to stock 


are not only unnecessary but, as well, unwise, be- 
cause they tend to destroy the price structure and 
hurt the sale of regular patterns at regular prices. 


the goods, we encouraged the continuance of sales 
long past their original intent of “taking up the 
slack” in off-selling seasons. Therefore: 


a. Future discontinued or inactive pattern sales will not be priced on a 


50% off basis. 


b. Such sales, if promoted, will only be offered for selling in off-seasons. 
(January-February or July-August periods.) 


c. All orders will be shipped to the retailer direct from the factory. 


This will permit adequate control. 


3..In-Season Special Price Promotions 


In recent years it has been customary in the Spring 
and Fall seasons to run promotions on special sets 
at prices which were well below the prices shown 
in our catalog or insert. This has tended to make 
wholesalers and retailers suspicious of the validity 
of our regular insert or catalog prices — and rightly 
so. Therefore: 


We announce now that the prices quoted in our 
July 1, 1958 insert are firm for the Fall and Christ- 


mas season. These, as you will see, are new low 
prices — not for a limited time, but day-in, day-out 
realistic prices — on all standard set combinations. 
When you review our Fall 1958 regular prices on 
set combinations, you will understand why no 
lower prices can or will be made. You can now 
buy with confidence. There will be no holiday pro- 
motion at prices lower than those shown in our 
catalog. 


4..Number of Wholesale Distributors 


We are moving to a smaller and more conservative 
list of wholesale distributors of our fair-traded 
merchandise. Certain wholesalers, who have dis- 
tributed our merchandise in the past, have decided 
that they cannot perform the services we require 
and still make an adequate profit. In other cases, 


ONEIDA LTD. 


we have decided, either, that “too many cooks 
spoil the broth” or that adequate dealer service in 
a given area does not require as many wholesale 
distributors. Whatever the reason, in every case 
the parting has been friendly with no bad feelings 
on either side. 
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and introduces 
a pattern with 
a beautiful future — 
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‘Picked from an enchanted woodland ... for your 
enchanting table’. . . that’s what nation-wide Community 
advertising will be telling your customers... and we 
know they wi// be enchanted with new “Silver Flower!” 
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Community, in a special pre-market test, showed 
women many different patterns ... asked them 


what they wanted most in a silverware design. | 4 his 

New “Silver Flower” is the beautiful result! | y ) 

It harmonizes perfectly with any china or f Full details 
crystal pattern... enhances any table motif. f 

And your customers will love the delicate , /, on the 


flowers blooming on a slender stem of following pages. . 
silver... the graceful sweep and perfect 
balance of each piece. 
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The Finest Silverplate 


New transparent plastic coating 
that can’t be seen, can’t be 
felt, protects Community from 


factory to dining table. 


EASIER TQ 


you « 
‘“‘Beauty-Wrap 
work, makes silver sale 


profitable sales! 


AS A SNAP 


r and off 
Slanation of Beauty- 
simple “how to remove” in- 


structions comes with each set.) 


*Trade-marks of Oneida Ltd. 





*24a°5 


(Open Stock Price $32.00) 


*4250 


(Open Stock Price $53.00) 


only 


*S9 75 


(Open Stock Price $82.00) 


+7 Q75 


(Open Stock Price $98.00) 








Community *. 


NEW 


vn") PACKAGING 


another great value 


“THE HOSTESS SET” 


63 pieces in all! 


Plenty of serving pieces. 





A service that gives your customer 

all the pieces she needs to 

entertain. Handsome drawer 

chest included free of extra charge 
(blond or mahogany finish). 

16 Teaspoons, 8 Knives, 

8 Forks, 8 Salad Forks, 

8 Place Spoons, 8 Butter 

Spreaders, 2 Serving 

Spoons, | Butter Knife, 

1 Sugar Spoon, | Gravy 

Ladle, 1 Cold Meat 

Fork, 1 Serving Spoon, Pierced. 
(Cocktail Forks or Iced Drink Spoons 
may be substituted for Butter Spreaders) 


All sets available in 
Community ~ 


erns 


*Trade-marks of Oneida Ltd. 









INTRODUCTORY, TRAFFIC BUILDING 


SPECIALS 





SPECIAL 
‘Bes 


(Regular Value $4.85) Total Consumer Price $17.70 
(Subject to regular Discount) 





These advertisements in 12 national 
magazines will reach 94 million readers! 
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Oct. 
Better Homes & Gardens. . Nov. 


A dramatic, full-page presentation of new “Silver Flower” also describes other Cormim 
...a powerful 4 page introductory offer... these adver- variety of sets you have ava 
tisements will be working for you this fall! Both ads urge e 
readers to come into your store to see the new Community _— Plan now to tie in with & 
pattern ...and...with every serving spoon ordered Feature “Silver Flower” iff 
through the introductory offer, a new brochure is enclosed plays. Promote your intro@i 


— again telling women to come in for the wonderful values local advertising to coinc de : 
on your introductory “Silver Flower” items. The brochure —nouncement ads (see dateg% 
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COMMUNITY LEADS THE WAY...with 


No. 908-C 
1 Col. x 10 = 
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A full line of selling aids is available to help you promote not only 


the new Silver Flower pattern but other Community patterns as well. 


Offered at the 
Community Pr 
44-Piece Serviet 


$ 69: =. 


rice for @ 


» for 8 









Poy & Little As sia wits 


STORE NAME 


NEWSPAPER ADS... 
A full line of newspaper ads in a variety of 
popular sizes are available featuring Silver 
Flower and other Community patterns. 
Mats furnished free of charge. 
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tes SELLING POINTS FOR 
eal , RETAIL SALESPEOPLE... 
YU iclp A four page folder gives brief, easy- 
vou sell to-understand information about 
pees the new Silver Flower and 
Community Silverplate. 





COMMUNITY PATTERN 

DISPLAY No. 7041... 
Ask your Community representative 
how this display may be secured 
free of charge with seven pieces of 
silverware included. 










_ _eusthann aiiainnstinnn eenipnsisiis COUNTER CIRCULAR... 
VR ENCHANTING TABLE ... _ . hme no — 

ger quantities $7. 
per thousand imprinted. 








SA crarteo BY ONEIDA LTD. SILVERSMITHS 


“TT i ‘ 
( DS Oneida, New York 


6-58-3365 

















Lead them into YOUR STORE for Silver Flower 


in community. Place your order with us today! 











I. ALBERTS’ SONS, INC. 


373 WASHINGTON ST. 
BOSTON 8, MASS. 


Sixty Years of Service to the Retail Jeweler 


en 


: 


ities 


WHOLESALE JEWELERS 
116 South Salina Se. 
SYRACUSE ot oe 
Phone HA 2-7134 
LEX SEWALL MURRAY P. LUCAS 
CAROLYN HEMMING 





K. A. MURPHY COMPANY 
373 Washington Street, Boston, Mass. 


The Only All Wholesale Silverware 
House in New England 


PETERSEN, MAX & CO. 


Wholesale Distributors 


COMMUNITY FLATWARE & HOLLOWWARE 


210 Ellicott Square, Buffalo, N. Y. 





EK. H. SAXTON COMPANY 
387 WASHINGTON STREET 
BOSTON 8, MASS. 


Serving the Retail Jeweler Since 1885 


A. Cohen & Sons Corp. 


27 W. 23rd St.. New York 
321 Peachtree N.W., Atlanta, Ga. 
134 W. 30th St.. Los Angeles, Calif. 





fv ] 
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BOSTON PROVIDENCE 
SPRINGFIELD-NEW HAVEN 


Vew England’s leading distributor of 
Kitchenware, Giftware, Silverware 


and Electric Housewares 


LIEBERMAN BROS. 


64 Nassau Street, New York 7, N. Y. 


Any Article in all Designs 
Available at any Time 





J. A. SILVER COMPANY 
Wholesale Distributors 


167 GEORGE ST. 
NEW HAVEN, CONN. 


Telephone: SPruce 7-4463-4 


Nationally Advertised Brands of Watches, Jewelry, 
Clocks, Silverware, Electrical Appliances 


S-K-L COMPANY, INC. 


Wholesale Jewelers 








15 West 47th Street. New York 36, N. Y. 
PLAZA 7-6821 
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WHOLEALE JEWELERS 


LEVITZ BUILDING 
Albany 7, N. Y. 


Serving the Retail Jeweler Since 1902 





Nat Zuckerman & Co. Ine. 


Wholesale Distributors 
135 FIFTH AVE.. NEW YORK 10, N. Y. 


TELEPHONE ALGONQUIN 4-9047 
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Be the first in your area to offer Silver Flower by Community. 
For Best Service e For Earliest Delivery @ Place your order with us 


TODAY FOR p> 
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WHOLESALE DISTRIBUTORS 


260 Washington St. 
NEWARK, N. J. 


SERVING THE SOUTH FROM THE NATION’S CAPITAL 


SOBEL BROS. 


In Washington—Our Phone—EX 3-6060 
In Baltimore—Our Phone—PLaza 2-0504 





Aisenstein & Gordon, Inc. 
WHOLESALE JEWELERS 
712 Sansom Street 


Philadelphia 6, Pa. 
Phone: WA 2-3995-6 


Milton 8-5836 
Milton 8-5837 





eZ 


12 E. Grace St. Richwend 19, Va. 
Distributors of Every Leading Line 





JOS. B. BECHTEL & CO., Inc. 


ESTABLISHED 1894 


Wholesale Sewelors 


Watchmakers Tools and Supplies 


729 Sansom Street, Philadelphia 6 
TELEPHONE WaAlnut 2-1155 


SOMMERS AND SOMMERS, Inc. 


91-93 Cone Street, N.W. 


ATLANTA 3, GEORGIA 


Serving the Southern Jewelers 





Our 75th Year Serving the Retail Jeweler 


Biggard éx et ye 


WHOLESALE DISTRIBUTORS 


800 Penn Ave. 
PITTSBURGH 22, PA. 


GLEESON JEWELRY CO., INC. 
JU 17-1203 


604 West Main Street 
LOUISVILLE, KY. 


Buy from Gleeson—There’s a Reason 
National Distributors of “ORCHID” Diamond Rings 





GRAFNER BROS. 
INC. 


Wholesale Jewelers 


818 LIBERTY AVE. 
Pittsburgh 22, Penna. 


Harry Greenwold, Wallenstein-Mayer Co. 


31 East Fourth Street, Cincinnati 2, Ohio 


Where Service |s A Tradition 


Telephone: CHerry 1|-0560 





ie erican Aewelry Company 


20 Hopkins Place at Redwood 
Baltimore |, Maryland 
LExington 9-2878 


Dependable Service for a Quarter Century 





Nhe Ss : te Vichen Company 


850 Euclid Avenue 


CLEVELAND 14, OHIO 
TELEPHONE CHERRY 1-1440 
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COMMUNITY 


Lo FINEST SIiILVERPLATE 

















J. H. GROSS & CO. 


3210 EUCLID AVE. 


CLEVELAND 15, OHIO 


BOAS SONS, LTD. 


Wholesale Jewelers ¢ ¢ Watch Importers 


55 EAST WASHINGTON STREET 
Chicago 2, I. 


1890-1958—Our 68th Year 





THE BALL COMPANY 


@ CHICAGO 
@ LOS ANGELES 
@ MINNEAPOLIS 
@ CHARLOTTE 


Franchised Distributor for Oneida Community 


H. P. JOHNSON CO., INC. 


213 W. Wisconsin Ave. 
Milwaukee 3, Wis. 


Telephone BRoadway 3-5133 


Distributors of 
Silverware and Clocks 





at Beckon O0. 


22 WEST MADISON STREET 
P. O. BOX | 
CHICAGO 90, ILL. 


S. H. CLAUSIN & CO. 


MINNEAPOLIS 


SALT LAKE CITY SPOKANE 





4.6. Beckon bo. 


511 SIXTEENTH STREET 
DENVER 2, COLORADO 


THE M. A. LUMBARD COMPANY 


904 Shops Bldg., Des Moines 9, Iowa 


Serving the Retail Trade Since 1892 





4.6. Beckon O0. 


37 W. SEVENTH STREET 
CINCINNATI 2, OHIO 


he % . King — 
Wr. P. Mahne Silver Co. 


313 Arcade Bldg. 


ST. LOUIS 1, MO. 


CE 1-3317 CE 1-3318 





4.0 Beckon O0. 


315 FOURTH AVENUE NORTH 


NASHVILLE 3, TENNESSEE 





Okla. Ross Beck Co., Inc. 


803 Colcord Building 
Oklahoma City, Okla. 


Phone: REgent 6-3659 
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Call on us today for... 





COMMUNITY 


THE FINEST SitVERPLATE 

















WM. & mals GO. 
Since 1933 


1700 Commerce St. 


Dallas, Texas 





LYLES-VAN-DE GRAZIER COMPANY 


WHOLESALE JEWELERS 


LIFE OF AMERICA BUILDING 
DALLAS 2, TEX. 





Ammex Jewelry & Novelty Co. 


319 First Nat'l Bldg. 
EI] Paso, Texas 


Wholesale Distributors 





LETTERS... 


DIAMOND MARK-UPS: We were quite im- 
pressed with the article by Gladys Babson 
Hannaford that appeared in your May 
issue on the subject of mark-up on high 
priced diamond sales, especially those 
made from memorandum where the 
jeweler has no investment. Would it be 
possible to obtain 1000 reprints? 
Syracuse R. O. BEADEL 
A. H.-Pond Co., Ine. 


...1l am very glad that this timely article 
was published. ... ARTHUR W. MULLER 
Vice-President, J. R. Wood & Sons, Inc. 


ANNIVERSARY GIFTS: We were interested 
in the article, ““Help Your Customer Re- 
member His Wedding Anniversary,” by 
Marion Stocker in your May issue. 
Do you have the “tickler card” available? 
If so, would you quote us a price? I am 
thinking about instituting this system, as 
well as one for birthdays. If you do not 
have it, will you let us know where we 
can obtain it? 
San Francisco M. ARTHUR AZEVEDO 
Azevedo Bros. 


.. . Please send us the name of the firm 
where we may purchase the “tickler 
cards,” as illustrated on page 43 of the 
May issue. 


Coral Gables, Fla. PANAGON JEWELERS 


To help jeweler-readers increase their sale 
of wedding anniversary gifts, JC-K will 
provide cards, 3 x 5 in size and printed 
like the card on page 43 of the May issue, 
at $12 for 1000; $18 for 2000; $22.50 for 





B. M. HAMMOND (O., INC. 


SINCE 1896 


Wholesale Distributors 


111 West Commerce, San Antonio 5, Texas 


E. W. REYNOLDS CO. 
WHOLESALE DISTRIBUTORS 


Silverware—Clocks—Appliances 
Diamonds—Jewelry 


Box 2791 — Phoenix, Arizona 





In the Rocky Mountain Area 
order from 


ALBERT F. LONG CO. 


Denver's leading wholesale Jeweler 


1201 Welton St. Denver 4, Colo. 
KEystone 4-6389 





. Golub éx Sins . 


WHOLESALE JEWELERS 


SEATTLE SPOKANE 
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3000; $32.50 for 5000. Guide index cards, 
in colored stock, with names of months are 
avatlable at $1 a dozen.—Ed. 


SCRATCH MARKS: Where are records kept 
of scratch marks for watch repairs? I 
promised the detective headquarters here 
to obtain this information for their future 
use regarding watches they get in during 
the performance of their work. 

Philadelphia A. J. SCHMIDT 


The Jewelers Security Alliance of the 
United States, 535 Fifth Ave., New York, 
has more than 3000 jewelers’ scratch 
marks on file. Its records are open to the 
F.BI. and police officers. The United 
Horological Association of America, Den- 
ver, Colo, also has a substantial list of 
scratch marks.—Ed. 


SHOWMANSHIP: Many, many thanks for 
putting together a wonderful article [“A 
Little Show Can Make You Grow,” April 
JC-K]. Calls and letters have been com- 
ing my way from across the nation and 
Canada. You may have forced me into 
the counseling field. 
Webster, Mass. MILTON ARTZ 
Art’s Jewelers 


COMPARATIVE PRICES: In Your September 
1957 issue appeared the article, ““No More 
$59.50 Watches for $29.95.” Our associa- 
tion would like up to ten reprints of this 
constructive report on how to rebuild pub- 
lic confidence. 

I have been asked to head up a code 
committee and believe the Dayton story 
would be most helpful in helping es- 
tablish a fair standards code here. 
Phoenix, Ariz. NEWTON ROSENZWEIG 


LOW COST DISPLAY: I sell hand-made 
jewelry and am rather a “hobbiest” in 
idea-information. Here is an idea I use 
to practical advantage. It is expensive to 
box cheap costume jewelry, and earrings 
get lost off cards in counter display. I 
place them, cards and all, in small plastic 
envelopes, staple the envelopes at the top, 
and then clip them to a rack display— 
safe, snug and seeable. Little room is 
needed for this type of display. 
Baltimore. BERNICE C. FOSTER 
Foster’s 


In writing to the editors, address JEWELERS’ 
CIRCULAR-KEYSTONE, Dept. E, Chestnut and 56th 
Sts., Philadelphia 39, Pa. 
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SEE THE ENTIRE COLLECTION 
AT THE GIFT SHOW 
eee and illustrated folders. 
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and Pestle 


33-228 





Boudoir 
Tray 
23-704 





eo a 
Manufacturers and Importers 
104-106 N. 63rd St., Phiia. 39, Pa. 


225 Fifth Avenue, New York 10, N. Y. 
101 Tremont Street, Boston, Mass. 
2701 Ponce de Leon Bivd., Coral Gables, Fla. 
1506 Merchandise Mart, Chicago 54, Ill. 
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TO BUILD MORE 


MORE CUSTOMERS because Speidel’s hottest-TV-show- 


on-the-air “The Price Is Right’ will be back at a new and bet- 
ter time, starting September 24 — Wednesdays, 8:30 P.M. 





Eastern Time, when 4,500,000 more people watch TV — more 


adult viewers too — and they’re your real customers! 


MORE CUSTOMERS because “The Price Is Right” will be 


carried on a giant lineup of 135 NBC stations — another in- 


crease — of 20 million people — over last year! 


MORE CUSTOMERS because Speidel introduces, for the 


first time, a brand-new assortment of lower-priced and adjust- 


GET BEHIND THE COMPANY THAT PLANS 
MORE CUSTOMERS FOR YOU! DON’T WAIT FOR 


YOU CALL HIM NOW AND PREPARE YOUR 


JEWELERS’ CIRCULAR-KEYSTONE, JULY 1958 














EVERYTHING NEW 
CUSTOMERS FOR YOU! 


able watchbands, from $7.95. Now — more people, in all 





walks of life, will be buying Speidel! 


MORE CUSTOMERS because Speidel has for you, the Jew- 


eler, the most exciting new, eye-catching window displays 





ever created for the jewelry industry! Each new display will 


be featured on TV to tie your store in with “The Price Is Right’. 


MORE CUSTOMERS because Speidel is following through 


on the tremendous success of last year’s “The Price Is Right’ 


promotions — with a hotter-than-ever promotion schedule to 






bring more and more people into your store so you can sell 






more and more of everything you stock. 






FOR YOU — PROMOTES FOR YOU — GETS 
YOUR Speidef DISTRIBUTOR TO CALL ON YOU — 


STORE FOR TIE-IN WITH ‘THE PRICE IS RIGHT’. 
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The VS-390 
vibrograf 


The world’s 
most advanced 
watch and 
clock timing 
machine. Cer- 
tified the most 
accurate pre- 
cision instru- 
mentin its field 












The simplest, fastest and most economical machine to operate 
The most versatile microphone for every application 
The one machine with unfailing accuracy under all conditions 


Vibrograf is used in the finest schools of watchmaking and 
used as an example in the great textbooks of horology 


Eight out of ten watches you repair or sell were made and timed on Vibrograf 
Nation-wide sales and service—unconditionally guaranteed 








Mail this coupon today 


Vibrograf isa product of The Universal Escapement oe ee ee ce comme eee mee eee me ee cere meee ees eee SERIE en ne ne em tere eh cae es em me eee mee Se RR 


eh th Cheen-db-Puniii; Sidtbeslined: eanainsineie Vibrograf Corporation, 730 Fifth Avenue, New York 19, N. Y. 


of the world-famous incabloc ["] Arrange a demonstration at my work bench ["] Please send additional information 








NAME 





See it at the shows: Chicago Booth No. 119 
New York Booth No. 58 ADDRESS 
Los Angeles Booth CITY STATE 



















GEMEX LEATHER WATCH STRAPS—Gemex leather watch straps make your selling job easier 
... help you build a most profitable volume. The reason is obvious. Gemex delivers everything 
the public wants... at prices they can afford to pay! Handsome new shapes. Exciting new 
colors. Intriguing new trend-setting styles. Magnificent leathers—the world’s finest! And 
workmanship that has made Gemex the quality name in the field for over 40 years. 


Gemex—America’s most complete, most popular, most salable line of leather watch straps! 


FORECAST 
=“ SEMEX 





Los Angeles Booth 


° , 
ladies 982. Padded suede: assorted black, navy, gray, brown, green. 
Keystone. ..$21.60 doz. Retail. ..$2.50 each 


fine leather = 
watch straps 


Supple ca/f or 
sleek suede— 
in every fashion- 
favored shade 


970. Suede Style-ette: black. Keystone. . .$23.40 doz. Retail. . .$2.75 each 





975. Suede Style-ette: black, with white or yellow gold-filled ornamental ends. 
Keystone. . .$36.00 doz. Retail. ..$3.50 each FTI 


976. Suede: black, navy, gray. 
Keystone $18.00 doz. Retail $2.00 each 


978. Norwegian calfskin: brown, gray, 
wine, black. 
Keystone $18.00 doz. Retail $2.00 each 





983. Padded choice alligator: sport rust, 
turf tan, charcoal gray. 
Keystone $32.40 doz. Retail $3.25 each 
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Colormates 








leather takes on a ‘‘Continental” flair 


Gemex comes up with an exciting new angle on style... adds a 
sophisticated taper for a truly distinguished watch strap fashion. 


men’s one-piece continental’’ straps 


-~- 


948. Men's calf. Gray, tan, black. Keystone. . .$25.20 doz. Retail. . $2.75 each 


949. Men's alligator. Sport rust, black. Keystone. . $36.00 doz. Retaii. . .$3.50 each 


’ ‘4 : - 991. Ladies’ calf. 
ladies one-piece continental” straps Sieme, theok. vel. 
Keystone. . .$18.00 doz. 

Retail. .. $2.00 each 

992. Ladies’ alligator. 

Sport rust, black. 

Keystone. .. $32.40 doz. 

Retail. . .$3.25 each 




















men’s 
fine f~/ leather 


Vf gem, straps 


956. Padded choice alligator: black, sport rust. 
Keystone. .. $41.40 doz. Retail. ..$3.75 each 


957. Padded suede: black. 
Keystone. . $25.20 doz. Retail. . .$2.75 each 


919. Padded shell cordovan: assorted brown, burgundy, gray, 
blonde. Keystone. ..$25.20 doz. Retail. ..$2.75 each 


. 


920. Padded suede: assorted black, gray, navy, brown. 
Keystone. . $25.20. doz... Retail...$2.75 each 


940. Alligator: assorted sport rust, turf tan. 
Keystone. .. $30.00 doz. Retail. . $3.00 each 
uTHOINUSA FORM NO. 730 








fine nylon 
watch straps 


completely washab/e... 

wonderfully wearable — 

each strap a fused unit 
... Without stitching! 


A-30 “Show 'n Stock’’ Counter Display 


Gemex selects an assortment of the best-selling two-piece 
straps in all the popular men’s and ladies’ styles. Then 
Gemex gives you a beautiful, compact counter display that 
puts these styles up front. And—the display has its own 
back-up unit...with such ease of stock control, you can 
put your hands on the right style and size in an instant. 
THE DISPLAY IS FREE! 


A-30 contains 180 2-piece straps. Keystone . . . $330.90 
Retail $424.25 


GEMEX 
display 
assortments 


¢ E Mi E Easel- backed Selling Display 


for Volume /eather business... 
the Gemex Book Assortment 879-A 


Customers love to browse through this book. ..sell them- 
selves from its complete selection of Gemex leather 
watch straps for men and ladies. Attractive, convenient, 
compact storage for 120 straps in calfskin, cordovan, 
pigskin, suede, alligator, cowhide. Comprehensive colors 
and lengths. Keystone. . .$221.00 Retail. .. $284.75 


cont mennal aatch Siraps 


Y 
FINE NYLON 6%” of counter space... folds flat for convenient 


Streamlined new 6-on display card takes up just a ¥\ \= ay 


storage. All straps easily removable for quick 
try-on...extra sales appeal. A completely self- 
contained unit. 
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the revolutionary new setting — I 
THE ONLY MOUNTING THAT 
OFFERS TWICE AS MUCH BRILLIANCE ye ae 
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New slide film shows that 75 mommy) 5 

million Americans own “tired enon oo =" 
watches’ —watches in need of reg- Oe . | 
ular inspection and repair. That | Be Ses CO | 
means there are millions of poten- he 

tial customers for watch servicing 

—and for new watches, too! 


New slide film reveals why 


Service Departments need to use 
new methods in going after these 
potential customers. In order to 
prosper, the Service Department 
cannot afford to be “walled in” 
from the rest of the store. 


New slide film explains why 
the “walls” should come down— 
so that customers can see the 
Service Department as a vitally 
important store headquarters for 
all matters concerning watches 
and watch ownership. 
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BRINGS YOU A COMPLETE PICTURE OF 
THE SERVICE DEPARTMENT 


“ALL ABOUT 
LW THE 
“WATCH SERVICE 
DEPARTMENT” 


A new color slide film, All About The Watch Service Department, has just 
been prepared for the special use of retail jewelers and watchmakers. Like 
the widely shown slide film, The U.S. Watch Market Today, it is based on 
the recent research study sponsored by The Watchmakers of Switzerland, the 
biggest study ever undertaken of the U.S. watch market. 


Far more than a technical film about watch repair, All About The Watch 
Service Department presents what is perhaps the most complete picture of 
the Service Department available today. It illustrates hundreds of facts about 
the Service Department— including trends in servicing watches, jewelers 
and watchmakers reputations, potential business in watch repairs measured 


in relation to population. 


But of much greater importance, this new slide film brings out a brand new 
concept of the Service Department. It shows what you can do in order to meet 


growing competition, to bring back old customers and to attract new ones. 





HOW TO SEE THIS SLIDE FILM 


Ask your Jewelers Association or Horological Guild to arrange a showing of 
this new slide film by writing to: Film Department, The Watchmakers of 
Switzerland, c/o Suite 1105, 730 Fifth Avenue, New York 19, N. Y. 











FOR THE 11TH YEAR, FEATURING THE SLOGAN: 
“For the gifts you'll give with pride, let your jeweler be your guide.” 
Hine 


’ THE WATCHMAKERS OF SWITZERLAND — THE FEDERATION OF MAKERS OF Jeweled-Lever 
Swiss Watches 
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ie Kosary of the Wlhonth P 


Catamore Rosaries . . . handsomely crafted of pre- 
cious sterling silver and the finest rosary beads. Dis- 
tinctive . . . beautiful original designs. Sales are 


bound to increase—and profitably. 


sd 






f Selected 
“. and 
Serviced 

by 
+ Leading 


§ Wholesalers 


R76C /83-1350 $27.00 
Genuine rock crystal, each 
bead filigree capped, hand 
engraved cross and center. 


ray +4 




















| 
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WATCHBAND 
FOR THE 
MAN OF ACTION 


Here's a style leader for 
the rugged individualist. 
A broad expanse of 
gleaming metal curved 
to fit the wrist firmly, 
coupled with the freedom 
of expansion links. A 
watchband designed for 
looks, fit and action. 
Available in 1/20-10K 
Gold Filled tops and 


Stainless Steel. 





Ask your wholesaler 
to show you our 
complete line. 


MEN’S, LADIES’, AND CHILDREN’S WATCHBANDS AND EXPANSION IDENTS 





NORTH ATTLEBORO, MASS. © itilucssntt 


WATCHBANDS 















INC. 















They're New... They're 











For the ladies, the “Catalina,” a new Jewel- 
Ident styled with rhinestones (Jewel-Duet de- 
sign). From Speidel. $14.95 FTI. Promoted 
on the coast-to-coast TV show “The Price Is 
Right.” See distributor. 





Seven and one-half mm cultured pearl on a 

15” neck chain of 14k gold. For $6.50 key- 

| stone. From Reuben Pomerantz Jewelry Co., 
Inc., 38 W. 48th St., New York. 








The “Pax-M3,” a small, light camera made 

| in Japan. Features a 2.8 “Luminor” lens of 

| 45 mm. focal length. For $59.95; leather 

| case, $9.95. Keystone $63 for both. Shriro, 
Inc., 276 Fourth Ave., New York. 





A diamond bridal pair from K & B’s new 
Renaissance Series. These are fishtail-style 
settings, said to have the advantages of fish- 
tail rings without the rigidity of design. Can 
be had with or without “Flip-Grip” interlock, 
from Karlan & Bleicher, Inc., 136 W. 52nd St., 













New York 19, N. Y. 
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Yours to Profit By 










Hand-fashioned pin with Florentine-en- 
graved leaves of 18K gold on platinum stems. 
The berries are Oriental rubies sprinkled with 
diamonds and olivines. $950 keystone. Martin 
I. Harman, 36 W. 47th St., New York. 









From new line of watchbands by Gemex 
Corp. The mesh band comes in both the ex- 
pansion type and with ratchet buckle. Mesh 
is stiffened and curved at ends. In gold-filled 
or stainless. Many other models. 


Seven-jewel lever electric desk clock. One- 
standard flashlight battery lasts a year. Black 
dial with diamond-cut crystal markers. Brass 
case with black and gold base. $29.95. Henry 
Coehler Co., 101 Fifth Ave., New York. 





Silver-plated water pitcher with ice guard. 
Two-quart capacity. For $6 keystone. From 
Sheridan Silver Co., Inc., 336 Fifth Ave., 
New York. F.O.B. Taunton, Mass. 


(more They’re New starts on page 78) 
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JEWELRY BOXES 











Here is just one of 
the many new STOCK 
jewelry boxes illus- 
trated in our new cata- 
log. A metal case covered 
with imitation leather for 
ladies’ jewelry. Our com- 
plete line of 8O stock jew- 
elry boxes is available 
through material sup- 
pliers, for immediate 
delivery. 






























Our 1958-59 Siem 


catalog mailed 








on request 






We will gladly design 
your own specialized 
package for you. 











LoL SLES 
ATTLEBORO FALLS, MASS. 
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In July 1957 we tried an experiment—the watch industry’s first 
3-year guarantee. To date, less than 1% of the Antarctics sold 
under this guarantee have been returned for repairs. Based on 
that tremendous performance record we continue this unusual 
offer. Use the above coupon to fill in your stock of Antarctics now! 








WHEN YOU WANT GREATER PROFIT 


Buia your 





Individual Sales 
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One simple fact can help you increase — even double 

— your profit on the store traffic you now have: Market studies 
show people today are willing to pay more to get more. 

So — to keep your dollar volume up — trade UP. 

Trade up to Gold Filled. 


32 JEWELERS’ CIRCULAR-KEYSTONE, JULY 1958 











— 
Layer of Karat Gold 
\ 










Gold Filled products have a bonded layer of gold . . . 
not just a microscopic film. 







The government supervised Gold Filled stamp may be used 
only on Gold Filled products . . . assuring your customers 
of exact standards of quality. 











Gold Filled products have greater intrinsic value. 
(For a very simple reason: they contain more gold.) 







Gold Filled products look lovelier longer . . . 
last as fine quality should last. 








Cook, Dunbar, Smith Co. « E.N. Cook Plate Co. + General Plate Division — Metals and Controls + Horton Angell Co. 
Improved Seamless Wire Co. « Leach & Garner Co. » D. E. Makepeace, Division — Union Plate & Wire Co. 
|. Stern & Co., Inc. « Standard Metals Corp. + A. T. Wall Co. 
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Planning a STORE-WIDE SALE? 


Pires Laer: ‘5 aT ad hanlitic 
YOU NEED TO RUN 
ANY KIND of SALE! 





... 50 you can ‘DO IT YOURSELF!” 


YES' RUN YOUR OWN SALE! 
Sample Full-Pege Adv (Reduced) 


More than 5,000 Sales-Aids and Timely Ideas Sore Mame — STOCK u UIDATION SALE 
sure to draw Crowds ) 





























irs THE WEST PRICE PAN @CITYS EVER SEEN 
> JIAMURL 
NEED CASH SPECIALS? Op 
i 
We can serve you on se 0 — hundred 
of the hottest fast selling profitable traffic items, in- 
cluding Advertising Copy that will make your sale a suc- pe Ou Our ts Your Ct Caer We One e a att yd 
cess any month of the year. "DISCOUNTS rs UP FO 75% 
Consult us in confidence. We can refer you to a number | pps Be nd wren Our Doors Open For This 
of Jewelers who have run Successful and Profitable Sales 10 A. M. TO .- THURSDAY 
with our service. Write, wire or ‘phone for details! No YIAMONE 
town too small for a SUCCESSFUL SALE! We can rec- 
ommend Experienced Sales Supervisors at nominal fee— 
upon request! 
ALL THIS AND MORE! 3 : 
‘ | ‘ ‘ 






NERS AND SHOW CARDS TO DRAMATIZE YOUR | 
EVENT! DIE CUT DIAMOND RING AND STONE | : lias 
RING SPECIAL SALE CARDS 200 INCLUDED! | 


SPECIAL RADIO CONTINUITY 25-50-76-100 
ANNOUNCEMENTS! 


DIAMOND MERCHANDISE CONTEST, DOOR -7 

OPENER GIMMICK, TRAFFIC STUNTS, CROWD ————— 

GETTING IDEAS! COMPLETE SURPRISE PACK. BB ons i awe 
ge 


a 





DIRECT MAIL LETTER WITH COPY AND MAT; = 
FREE GIFT OFFER, LUCKY PENNY IDEA, BUSHELS : OPEN MONDAY AND THURSDAY NITES 
OF IDEAS) 


You, too, can jam your store with customers. They came! They saw! They bought! 








et es my é { : “et ‘ S — ey es 
. j k 4 oe ss Se ag SiS Gane ba ¢ Ey ; 
| ff | Le 7 os 7 a ) 


9 East Madison Street (Heyworth Building) Chicago 2, Illinois - ALL PHONES: RAndolph 6-9550 
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DISTINCTIVELY DESIGNED FOR THE DISCRIMINATING 
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MATCHED WEDDING RING SETS 








Barel Bridals are Hand Carved Matched Wedding Ring Sets of 
unmatched pride and everlasting beauty. 


Each one is daringly designed to distinguished its wearer. Each one 
' is genuinely Hand Carved with the meticulous craftmanship that is 
f traditional with renowned jewelry designer Fred Barel. And each 
E. one is a prestige-builder that sparks new sales, 
insures repeat customers. 





The Barel signature (63 appears in the 
shank of every ring, to assure you of a 
genuine Hand Carved original. 


exclusively designed by 


Quod! F et 


Sold directly to the retailer 
by the manufacturer 


Free mats available 
upon request. 


24-Hour Service on all Special Orders 


BRIDAL RING COMPANY, INC., 87 nassau street, NEW York 38 
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JUST REVISED 
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More than 1300 exact-size 
illustrations and pattern names. 
Now in the newly-revised 


Sterling Flatware Pattern Index. 


Increase your Sales and Profits by having ALL 


the Sterling Flatware Patterns at your fingertips 








This book is a necessary selling tool. 


Used every day by jewelers across the 
nation, it contains actual-size illustrations of 
active, inactive and obsolete sterling silver 
flatware patterns made by manufacturers in 
this country. 


Easy-to-use, this valuable reference book 
has a complete index which lists: 
® the manufacturer's name 
© the pattern name 
© the current status of every pattern 
@ With binder $27.50 © Without bmder $17.50 


FOR THOSE WHO ARE ALREADY USING THE INDEX 
THE 1958 REVISION SHEETS WILL BE SUPPLIED AT $6.75. 


36 


The Sterling Flatware Pattern Index is 
handsomely printed on heavy coated stock 
and is conveniently prepared in loose-leaf 
form. Revision sheets are made available at 
reasonable cost every few years. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
Chestnut and 56th Sts., Philadelphia 39, Peana. 


Enter our order for a copy of THE STERLING FLAT- 
WARE PATTERN INDEX. 


With binder $27.50 Without Binder $17.56 
Revision sheets $6.75 


Check or Money Order for $.............. is enclosed 
a, PrieAr bs bile Li cy sitdundided odd eéwserewnes 
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"PARIS PURS 


Hand Beaded in France 
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Many numbers studded 
with Hand Set 
Semi-Precious Stones 


TO RETAIL 
FROM 


$5 to $20 
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H ¢ t S F 0) F \ AS H EXECUTIVE OFFICES: 316 BARROW ST., JERSEY CITY 2, N. J. * HEnderson 5-5900 (DIRECT N. Y. PHONE Digby 9-1230 


NEW YORK « PARIS * LONDON «+ ROME NEW YORK SHOWROOM: 10 W. 33rd ST., ROOM 1102 * PHONE CHickering 4-3337 
CANADA « JAMAICA, B.W.1. « PUERTO RICO 
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IN DEMAND—COAST-TO-COAST 
AMONG THE FINEST 
OF 1BE Woes WAICHES 





No fine jeweler in America can properly serve his customers without Longines, 


the watch in greatest demand and highest public acceptance among the finest 
of the world’s watches. The prestige of Longines watches is due primarily to 
their unsurpassed quality. For more than half a century, through dignified, fac- 
tual advertising, the Longines quality story has been told and retold to the entire 
country. The investment in national advertising for Longines watches has been 
greater, by far, than that for all other watches of finest quality combined. You 
can completely satisfy your need for watches of finest quality within the 


Longines line—largest in its field in variety of styles, types and price ranges. 


SINCE 1866 MAKER OF WATCHES OF THE HIGHEST CHARACTER 


NEW YORK MONTREAL GENEVA 
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fen HAPPY JEWELER: In spite of 
the fact that he has no legs? Oh 
no! It’s closer to the mark to say be- 
cause of that fact. 

His name is Ralph Veady and his 
store—a mighty good one—is in Bell- 
flower, Calif. He lost his legs in a 
tractor accident back in 1929 and for 
some weeks he felt just the way we 
all would feel. Then he snapped out 
of it. 

Snapped so effectually that for 
these many years he has not only 
made his own life rich in happiness 
but has been an inspiration to count- 
less other people. 

His philosophy 
sorry for yourself. 
others!” 

With the use of artificial legs Ralph 
can now walk, ride a bicycle, ice 
skate, water ski, fly a plane, swim, 
dance and even run. 

He has appeared on “This Is Your 
Life” program. 


is: “Don’t feel 


Try helping 


ene TURNOVER: Hal Kern, of 
Muellers jewelry store in Wau- 
sau, Wis., didn’t intend it that way. 
It was one of those things that just 
happen. 

Hal, 


a member of the Wausau 
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SPEAKING OF THE JEWELRY TRADE 


Junior Chamber of Commerce, had 
the buck passed to him—or should we 
say the doe? A rabbit, symbol of the 
Wausau Jaycee’s membership drive, 
was placed in his care until he gets a 
new member for the organization. 

That night complications devel- 
oped. The one rabbit became an even 
dozen with the birth of 11 babies. 

A special meeting of the board is 
being called to determine whether Hal 
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will be stuck with obtaining one or a 
dozen new members before he can 
relinquish custody of his newly ac- 
quired family. 

Bachelor foster father Kern passed 
out cigars to members in an obvious 
attempt to influence their decision. 


HY SHOULD 4 MEAN 20? A good 
question—if it’s from a very 
little girl. 
Frank Luken was frustrated trying 
to explain to his niece why 20 min- 


utes past 12 is 20 minutes past 12 
when the minute hand very plainly 
points to 4. 

He decided to step around the difh- 
culty rather than wade through it. He 
made a one-handed clock. It shows 
the minutes on the dial from 5 to 30 
on the after-the-hour side and from 
30 to 5 on the before-the-hour side. 
The hour figure, shown in a small 
window in the normal 12 o'clock 
position, changes each time the min- 
ute hand passes 30. The clock will 
very plainly read 29 minutes past 2 
and two minutes later 29 minutes be- 
fore 3. 

Mr. Luken, who lives in Western 
Hills, Ohio, a suburb of Cincinnati, 
is an appliance repairman and Grey- 
hound Bus Co. secretary. 


 Pse BEER BARREL: 100 million 
barrels of beer is a lot of beer, 
and that’s the number the Pabst Brew- 
ing Co. has produced since its found- 
ing in 1844. But the 100 millionth 
barrel wasn’t an ordinary barrel. It 
was gold. 

The magnificent thing was bunged 
last month with appropriate cere- 
monies in Milwaukee. State and local 
officials were on hand and also the 
burgomeister of Mettenheim, Germa- 
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Palladium profit pointers ... one of a series 
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Palladium is ALL-PRECIOUS 


...a tremendous asset when sentiment controls the sale! 





What could be more appropriate than an all-precious __ resistance and strength. And jewelry palladium is an 
metal in a romantic situation? all-precious metal! 

Jewelry palladium contains 95.5% palladium and W henever customers come shopping for a bride-to- 
4.5% ruthenium, by weight. Ruthenium... also a be... or for an anniversary . . . or any other occasion 
rare and expensive precious metal of the platinum when sentiment controls the sale . . . remind them 
group ... is added to produce a hardened alloy. The that palladium is ALL-Prectous. That it will remain 
alloy then has exceptional working qualities, wear- romantically beautiful for life. 


Palladium is modern... white... light... strong 





... all-precious ... easily worked . . . nationally advertised. 


PLATINUM METALS DIVISION ¢* THE INTERNATIONAL NICKEL COMPANY, INC., 67 Wall Street, New York 5, N. Y. 
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: ith touches of candy cane.” 
fed give this. gleaming white china a a 
S18 tive ine the holiday season. | >. 
wy hh SC $24.00 dozen - 
~” #032 _________. "30.00 dozen sets~ 
#028 . 18,00 dozen M 
__i_# 12.00 dozen sets 
__* __s« 4.” 35,00 dozen pair 
oe * 12.00 dozen 
oa 9.60 dozen 
< 12.00 dozen pair 
9.60 dozen sets 
12.00 dozen 
15.00 dozen 
= : « 7.20 dozen 
wer 5S 6.60 dozen 
ae 


ETE CATALOG 


iavtniniin ompc GEO. ZOLTAN LEFTON CO., Imports 


F.O.B. Geo. Zoltan Lefton Co. 


Chicago Warehouse or Ht Dells... Hi eflons 3622 S$. MORGAN STREET FOR 11 WESTERN STATES 


CHICAGO 9, ILL. LEFTON-PACIFIC INC. 


527 W. 7TH STREET 
LOS ANGELES, CALIF. 


F.0.B. Lefton-Pacific Inc., 


Los Angeles Warehouse 








Ballou Pearl Pendant Mountings and Posts 


: No. 5 PEARL PENDANT No. 54 PEARL PENDANT 
MOUNTING MOUNTING 


No. 5 PEARL POST 
WITH No. 250 CLUTCH BACK 


Give that Extra Quality to Pearl Jewelry! 


Whether you call them pearl ends, screw eyes, or pendant 
mountings, Ballou all-gold pearl findings really add quality to 
pearl jewelry. 
SOLD TO THE MANUFACTURER 
Pearl pendant jewelry is still a best seller and your own ex- 
perience will tell you that Ballou standards are unexcelled. It 
pays to start right with Ballou findings. 


When ordering please specify number and quality. 


8-1 
orn" "2a, 


B. A. BALLOU & CO. INC. FINDINGS 
[ th\ 61 Peck Street * Providence 2, R. I. 


B U 
7 YEAR <= 
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The Foundation of Good Jewelry 


Noyes 








ny. Mettenheim is where Jacob Best, 
the founder of Pabst, was born and 
first brewed beer before coming to 
America. 

The burgomeister took the barrel 
back with him so that the Metten- 
heimers, old and young, could make 
whoopie too. 


7 POWER of positive advertising: 
We've always believed that opti- 
mism is the best weapon against 
trouble. Our friends at Seymour’s 
Jewelers, in Charleroi, Pa., believe it 
too. 

Recently they ran a quarter-page 
ad that carried the headline “Who's 
Afraid of the Big, Bad Wolf?” (And 
there was a picture of the wolf, 
dancing a fiendish jig and showing 
all his fangs.) 

The copy read: “There’s been a 
lot of talk going around lately about 
depressions. Maybe if we all keep 
talking it up we'll really have one. 
Seems to us that this country’s great- 
ness was based upon its ability to 
take a few bumps and come back 
slugging. 

“We at Seymour’s are very opti- 
mistic about the future. We're ex- 
pressing our optimism all over the 
place.” Here follow some “for in- 
stances,” mentioning the store’s wide 
assortments of fine watches, diamonds 














and other quality jewelry. 

The text concludes: “No sir, we’re 
not pulling in our horns. We believe 
there’s plenty of business to be had if 
you deliver good quality at fair prices 
—and with a little extra service thrown 
in.” 

Seymours comment to _ us _is: 
“Sounds ridiculous to say that an ad 
like this pulled.. However, our next 
day was the best we'd had in a long 
time. You figure it out.” 

We think it “figures” right on the 
face of it. 


HATS A “PERFECT” DIAMOND? 

One that shows no flaws to an 
expert who views it through a 10- 
power loupe? That’s what you'll say 
if you know your jewelry primer. 

Semanticists declare, however, that 
there’s no such thing as perfection in 
nature. And a certain Colorado 
Springs engineer is now inclined to 
agree. 

“Find me a perfect diamond,” he 
asked his jeweler, “and never mind 
the cost. It’s for my wife and I want a 
stone that’s as pure and clear as a 
drop from our wonderful springs.” 

The jeweler wired the order to his 
New York dealer. In the course of 
time a glorious three-carat brilliant 
arrived and was delivered to the cus- 
tomer. 

Two days later he came blustering 














"Herman tests the self-winding watches." 
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into the store. “I want my money 
back,” he stormed. “Under a _ 100- 
power microscope this looks like 
swamp water! You promised me a 
diamond pure as a drop from our 
flawless springs!” 

“Sir,” said the jeweler gently, “go 
home and take a look at a drop of 





our pristine spring water through 
your 100-power glass.” 


The engineer did so. “Holy smoke!” 


-he gasped. “I guess my diamond must 


be pretty fine!” 


HE SOVEREIGN on the sovereign: 

In 1957 the Royal Mint in London 
struck £1,000,000 worth of gold sov- 
ereigns. They’re not for circulation 
but are retained in the Government 
gold reserves. 

Were any Queen Elizabeth sover- 
eigns to find their way to the gold 
markets of the Middle East, they 
would not command a price equal to 
that of those with the heads of Eliza- 
beth’s grandfather and great-grand- 
father on them. 

The reason is: the Moslem world is 
a man’s world, and women are—only 
women. Even if they're queens. 


hep OF A GREETING CARD: Put 
jewelry on a birthday card? Why 
not? Not diamonds or rubies, perhaps, 
but... 

Imaginative Meyer Rosenbaum, head 
of Meyer Jewelry Co., with several 
stores in Detroit, said to himself, 
“Let’s make greeting cards different— 
and permanent!” 

He designed gold-plated medallions, 
one and one-half inch in diameter, 
embossed appropriately for husband, 


wife, blessed events, anniversaries, 
and mounted them on _ parchment 
folders. 


Knowing how sentimental people 
are, he printed the words “My Ever- 
lasting Token To You” on the front 
page of the folder and “Keep this 
token with you always” on the inside. 

On one week end, he distributed 
60,000 of them to retailers in Detroit, 
including clothiers, druggists, jewel- 
ers—results, he says, “way beyond my 
expectations.” 
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where: 


Conrad Hilton Hotel 


when: 


July 27-31 






RJA Chicago convention 
and trade show 
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Exhibit Space 


Accro Watch Co., Inc.......... Room 602A 
Aisenstein, Louis, & Bros., Inc. Room 655 
Allan Co. SoH 155 
Allcraft Novelty Co............00+. SoH 122 


SoH 123-124 


Altheimer & Baer, Inc. 


American Greiner Electronics, Inc... SoH 61 

American Plastic Co. SoH 27 

Ansco, Amateur Products Promotion 
Division _ SoH 21 


Inc. SoH 147 
Suites 2100-2101-02A 


Argentum Silver Co.., 
Arnstein Bros. & Co. 


B & O Chain Co. SoH 70 
Baldwin-Miller Co.. Inc. SoH 139-140 
er oe 2 a ee ee Room 610 
Banner Watch Co................ Room 611 


Baumgold Bros., Inc. Room 602A 
I i i ee NoH 167N 


Bell & Howell Co., Retail Dealer Sales 


Division _. SoH 99 
Bell Lamp Manufacturing Corp. SoH 36 
Berman Watch Co., Inc. Room 600 
Bieler-Levine, Inc. SoH 113-114 
Boucher, Marcel et Cie SoH 92 
Bron-Shoe Co. SoH 17 
Brown & Gravenson, Inc. . SoH 131-132-133 
Burg, Ernest SoH 82 
Caribe Time Products, Inc. ..SoH 40 
Chronos Clock Corp. .... SoH 76 
Cohen, A., & Sons Corp. Waldorf Room 
Color Brite Fabrics & Display, Inc SoH 56 
Color Mail Corp.. .. Suite 1604-1605-1606 
Columbia Silver Co. Inc. SoH 16 


Cuckoo Clock Mfg. Co.. SoH 104-105 


Inc. 


Date Watch Band Co............ Room 614 


Davidson & Sons Jewelry Co., Inc...SoH 112 
Dennison Manufacturing Co. SoH 5-6 


D lan and Bullock Co. Room 50] 
Dormeyer Corp. .......:...SoH 74 and 75 
Doskow, Leonore, Inc............. SoH 136 
Rooms 512-513 


Elgin American, Inc. 


Encyclopedia Britannica NoH 174N 
English Silver Mfg. Corp. SoH 24 
Enicar Watch Corp. SoH 103 
Eton Jewelry Manufacturing Co. SoH 63 
Ever Wear Trunk Works, Inc. SoH 18 
Fairbanks Ward Industries, Inc. SoH 116 
Fantasy of Jewels SeH 122 


Feature Rin Co. Suites 2400-2401-02A 
Fiddleman, J., & Son, Inc. 


Rooms 657-658-659 


Fleischmann, Louis SoH 48 
Flex-Let Corp. Suites 1600-01 
Florn Co. _.SoH 149 
Forestville Clock Co., Inc. .. SoH 7-8 
Forman-Cutler Co., Inc. SoH 144 
Fox, Lew, Planned Promotions.....SoH 37 
Franconia Industries ............:. SoH 76 
Gemological Institute of America SoH 49 


Goldstein-Gerson Co., Inc. 
Suites 2200-2201-02A 


+. 8? F232 SY Ss 


iTrToRrR s$ 


KEY: To eae space at Conrad Hilton, for RJA’s Chicago Trade Show 
SoH = Booth located in the South Exhibition Hall 
NoH = Booth located in the North Exhibition Hall 


Suites — Participation suites (on various floors above the sixth) 


sted 


All other — As li 





Grant-Monarch Corp. ..S0H 35 
Gruen Watch Co. 


Skyway Suites 2305A-2306A 


Hamilton Watch Co. ..Royal Skyway Suite 


Harlee Creations, Inc. ......... ..SoH 142 
Heiss, Oscar, Importers ..... .. SoH 96 
Helbros Watch Co., Inc. _. Suites 1400-01 
Hellar Deltah, Inc. .. Suites 1100-01 
House of Kraus, Inc. ............ SoH 78 
I HE ng SoH 121 
Imperial Pearl Syndicate, Inc. . SoH 90-107 
NG AUER, oct kccascecanes SoH 118-119 
ammeaianel Cultured Pearl Corp.. .SoH 55 
Italian Jewelers, Inc. .... 3 SoH 86 
Jackson, Ann, Originals, Inc. ......SoH 22 


Jayposon Charm & Jewelry Mfrs..NoH 172N 
Jewelers Acceptance Corp. ...Suite 2300-01 
Jewelers’ Circular-Keystone SoH 64 


ee neeneeeee 


Kahn-Jacobson, Inc. 


Suites 2504A-2505A-2506A 


Karpeles Rosary Co...............«: SoH 23 
Katz, Frank M., Inc. ..............So0H 41 
Keystone Camera Co., Inc. .NoH 196N-197N 
ee pencb enews SoH 62 


Korn, William, & Co. .. 


Kramer Jewelry Sales Co. .. 


.SoH 1-2-3-4-160-161 
.Rooms 505-507 


Kreisler, Jacques, Mfg. Corp. ....Room 500 
Kushner & Pines, Inc. ......... Room 509A 
L. M. D. Jewelry Mfg. Corp. .......SoH 68 
Landau, Max, & Co., Inc. ......... SoH 128 
Lederer, Victor E., Co. ........... SoH 129 
Lifton, Harold, Co., Inc. ......... SoH 71-72 
Lipschutz, Joseph ............. Room 602A 
Lee OED: 4 550 vcs seed ccicasue SoH 120 


Luria, I., & Son, Inc. ........ Beverly Room 


Manhattan Novelty Corp. ..........So0H 25 
ss eck ekowaes een Room 612 
EG NS gk era's oo 9 ae ae 
NO BIS sot herds dy x Ob eS Ed SoH 12-13 
Mele Manufacturing Co., Inc. ..... SoH 148 
Milada Jewelry Co. ...............S0H 53 
Minnesota Mining and Mfg. Co. .SoH 46-47 
Monarch Watch Co., Inc. .......... SoH 73 
Pemba GA. cinon caiee os 00s p0ec6s Room 504A 
New Hermes Engraving Machine Corp. 
SoH 51-52 
Ce .  isaeeks ounke’s SoH 143 
Overocean Clock Co. .............. SoH 50 
Paramount Wedding Ring Co., Inc. 
Rooms 601-602 


Parker-Allen Industries, Inc. ......SoH 145 
ge, Oy.” San ee SoH 77 
Pennine Bros., Inc. .....02..06s Room 512A 
Prince Corp. ........ NoH 179N-180N-18]N 
Phillips Buttrick Co....... SoH “A” and 65 
Polishook, K., & Son Corp. ...... SoH 97-98 
Posner, J., & Sons, Inc. .........NoH 172N 
ONG 6 a Et er 
Remington Rand, Dealer Sales Division 

SoH 134 


Remington Rand, Electric Shaver 
SoH 158-159 


Renoir of California, Inc. ..........SoH 34 
Richie Premium Corp...... SoH 131-132-133 
SO ee... ccs be ceewaws be SoH 81 
TE. os Go voce cud uens SoH 126-127 
ee i en ag ate SoH 102 
ieee sie been SoH 141 
TN eS wa SoH 95 
Schwarz. Adolph, & Son, Inc. ....... SoH 9 
A A oS a 
a SoH 153 
Semca Clock .............S0H “A” and 65 
eee wees COORG: so once dceeees SoH 138 
oc cee ee Istanbul a 1606A 
I Os eewoun SoH 100 
REE “Seger 
SG ee Rooms 505A-507A 
Spreckman, Hy, & Co., Inc. ........SoH 54 
Stetson China Co. ..............S0H 93-94 
a ee Pee SoH 110-111 
OS IES Ce me ee. 
Tanenboum., B., & Co., Inc. ......... SoH 44 
Taube, Maurice S., Inc.. .. Suite 1100-01 
NE sn ss wns obo Oba SoH 10 
Tishman & Lipp, Inc. ...........So0H 66-67 
Underwood Corp. ................S0H 117 
I 6 cet td knw cuanee caee nae SoH 38 
Watchmakers of Switzerland .SoH 88-89-109 
Waterman Pen Co., Inc. ...........SoH 83 
RRS Eee eee See SoH 87 
Westclox, Division of General Time 
eres we: ches Sh Ra ehe en SoH 139 
Wideband Ring & Jewelry Co....SoH 66-67 
CO SEE kk ve ce pape eee SoH 137 
Wiesen-Hart, Inc. ........ce00. Room 611A 
Wiesner, Joseph, Inc. ........... SoH 10-11 
Wiesner of Miami, Inc. ..........So0H 58-5 


Sian Suites 2504-05-06 
.Suites 2205A-2206A 


Winston, Harry, Inc. 
Winton Watch Co., Inc. 


Wood, J. R., & Sons, Inc. 
Woods, Patrick ........... SoH “A” and 65 
Wyler Watch Corp. ............ Room 609A 
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°* PIN ON YOUR BADGE, polish up your French 
phrases, and get set for that end-of-July trip to 
Chicago and five days’ worth of buying and con- 
ventioning with the Retail Jewelers of America. 

The badge you’ll need (and you should have it 
by now, if you filled out and returned the regis- 
tration blank RJA mailed you) for admission to 
the exhibit areas and convention sessions. The 
polished French you can use at the “Night in 


Paris” party in the lavishly decorated grand ball- 
room of the Conrad Hilton. 

Other things to bring: a calculating eye, to ap- 
praise the fresh new offerings of 150 manufac- 
turers, wholesalers and importers who will ex- 
hibit there; an open mind, to store all you can of 
the information and advice that will emanate 
from the three workshop and seminar sessions. 

In all, the Chicago jewelry show will be host 

(please turn to page 84) 





SUNDAY, JULY 27. 2:30 P.M.—Individual state association 


Association, Bel Air Room, third floor. 


Goldberg Schiffman 


Michaels 


meetings. 8 P.M.—Annual convention of Indiana Jewelers 


Lueas Isenberg 


MONDAY, JULY 28. Noon—Luncheon for state presidents, secretaries and executive secretaries. 2:30 P.M.—First Gen- 
eral Session, Bel Air Room; H. A. Goldberg, moderator. President’s address by Arnold A. Schiffman. Panel dis- 
cussion on membership and affiliates, led by Howard I. Michaels, James C. Lucas and Lee Isenberg. 


Thomas Lighterman 


Brecht 


Weisfield 


TUESDAY, JULY 29. 2:30 P.M.—Second General Discussion, Bel Air Room, Lester Thomas presiding. Panel discus- 
sion, “How to Operate a Credit Jewelry Store,” moderated by Jay C. Lighterman. “Financial Control,” Mr. Lighter- 
man; “Merchandise Management,” Oliver R. Brecht; “Sales Promotion Management,” Leo Weisfield. 7:30 P.M.— 
Assembly for “Night in Paris.” 8 P.M.—“Night in Paris” banquet in Grand Ballroom, second floor. 


Wasserman 


Wright Heald 


Hollander 


WEDNESDAY, JULY 30. 10 A.M.—Third General Session, Bel Air Room, Herman Wasserman presiding. State Asso- 
ciation Day panel discussion, moderated by William M. Wright, with Ben W. Heald and Herman M. Hollander as 


panelists. 
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1900's 
The leather “cup” strap held a pocket 
watch or large, open-face ladies’ watch. 


1910's 


The Victor watch holder with expand- 
ing bracelet was convertible, allowing 
women to wear their chatelaine on the 
wrist. 


1920's 


The mesh attachment had hook ends 
for “convertible” cases and wide ends 
for ribbon lugs. The tongue buckle 
was introduced in 1923 and adjusted 
like a leather strap. 


1930's 


The “open link” style had removable 
connectors and either a hinged hook 
center or folding clasp. The baguette 
watch inspired narrower bands, like 
this silk cord. 


1940's 


The snake chain was made to conform 
to the style of the silk cord. The open 
link bracelet, expandible, had a fold- 
ing buckle with ratchet adjustment. 


Bands were mere delicate for ladies: 
telescopic expansions most popular; 
jewels were used to enhance styles. The 
expansion bracelet for men took over, 
with leather, wood, all kinds of mate- 
rial combining for attractiveness. 


1950's 





how 
watch bands 
eot that way 


Remember the leather “cup” straps of 
not-so-long-ago? They were the ugly-duckling start 


of a fashion industry which promises new advances this fall 


by Jerry Gewirtz 


Fashion Censultant to JC-K 


® IT TOOK ONE WORLD WAR to establish the wrist watch as a practical con- 
venience; another World War to put the watchband into the fashion ac- 
cessory Class. 

After 1946, with the let-up in wartime restrictions, attachments won 
true stature in the jewelry store. They were even granted a department 
of their own where they not only earned their keep, but brought in im- 
portant store traffic. 

Today the watchband is recognized as an essential part of any well- 
integrated wardrobe. In shape and color it complements both the watch 
and the costume of the wearer. It has reached maturity in design and 
taste. 

But there was a time, less than 50 years ago, when men who wore wrist 
watches were called “sissies” and women who tried the new “stunt” were 
considered faddists. 


Birth of the band 


Nurses were the first to wear timepieces on their wrists, around the 
turn of the century—a convenience for taking the patient’s temperature. 
The attachment was an awkward device—a “cup” strap, with leather bands 
and center section. The cup held a man’s pocket watch or a woman’s large 
open-face watch of the style originally designed to be worn on a chain. 

Then, in 1910, a National Guard officer rebelled against the make-shift 


cup. He wanted something comfortable; and he asked a Baltimore watch- 
(please turn to page 73) 
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* IN MANY ESTABLISHMENTS sterling flatware is 
stocked in lower sections of the showcases or wall- 
cases. Each drawer carries but one pattern and 
all of the items are kept in individual cardboard 
boxes properly identified as to contents. Each 
drawer front carries the name of the pattern con- 
tained therein. This makes it easy for the sales- 
man to fill the order as the items are selected. All 
sales must be carefully written up on a regular 
sales slip or sales check and the same routine fol- 
lowed with it as in the case of a watch or diamond 
ring sale. 


In other stores sterling flatware is stocked in 
the rear of the establishment, or on the balcony, 
or in the basement. A series of metal or wooden 
shelves is provided for this purpose. The shelves 
are about 414” apart and are constructed to hold 
durably made cardboard boxes with slip-over 
covers. Each shelf, horizontally across, carries 
one pattern only. Each vertical row of boxes has 
the same general article therein. For example, the 
first vertical row may be teaspoons; the second 
dinner forks and so on. But the horizontal rows 
are confined to individual patterns. 


The cardboard boxes, just mentioned, are 
about 5” wide, 4” high and 12” long (front to 
back). They look like small shoe boxes and when 
the shelves are filled with them the appearance is 
not unlike that of a shoe store. See illustration 19. 


Each box has a metal frame, riveted or stapled 
to its front, to accommodate a card (described 
later) on which is shown the name and maker of 
the pattern, the name of the item in the box, and 
a current inventory history or record of the ar- 
ticle. See illustration 20. It will be noted that the 
cover and the lower section of the box carry a 
prefix letter and number. By identifying both 
parts of the box it is impossible for the stock 
clerk to mix up either his stock or his records. The 
letter identifies the shelf or horizontal row to 
which the box belongs; the number tells in which 
vertical row it goes. Thus, a box with the identifi- 
cation “D-3” belongs on the fourth shelf and in 
the third vertical row, which is devoted to salad 
forks. 


At the end of each horizontal row is a larger 
box, possibly 12” wide, containing all of the so- 
called extra pieces belonging to the particular 
pattern. The front of this box carries a card (also 
to be described) that gives a listing of its contents 
and an inventory record thereof. 


While this system is orderly and efficient, it is 
possible to enjoy its advantages without the ex- 
pense of making up special boxes. Many jewelers 
follow the same general idea of shelves and rows 
but use the regular boxes or cartons in which 
they receive their teaspoons, forks, knives, etc., 
from the factories. They label or mark each box- 
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by William Scheibel 


front to show number of row, vertical and hori- 
zontal, the name of pattern and maker and the 
item contained therein. If no outside space is 
available, the inventory record card is placed in- 
side the box. 

So that we may now proceed with the work of 
inventorying the merchandise, please refer to il- 
lustration 21. This shows the card used with the 
special box-system of stocking just described. The 
card fits in the metal frame on the front of the 
box as shown in illustration 20. To see how the 
system works out let us read the inventory record 
of Miramonte pattern teaspoons as revealed on 
the card shown. 


Teaspoons—in stock, on order 


The “D-1” shows that Miramonte is kept on the 
fourth shelf, since the shelves are arranged in 
alphabetical order, and that the card belongs with 
the box in the first vertical row. It contains tea- 
spoons of which a maximum of 48 and a minimum 
of 16 will be stocked. The record begins by show- 
ing 24 on hand and 24 on order. Apparently 16 
spoons have been sold since the next figures show 
only 8 in stock. The 16 sold were reordered im- 
mediately, bringing the total on order to 40 pieces. 
The third set of numerals shows that 24 spoons 
were received from the factory since we now show 
32 on hand and only 16 on open order. The fourth 
change on the card tells us that the 16 spoons pre- 
viously on order have arrived, bringing total in 
stock to 48 pieces. No other spoons are on order or 
due at this moment. However, the fifth and last 
record on the card indicates a sale of 16 spoons 
since we now have only 32 in stock. The buyer ap- 
parently reordered a dozen and a half, because 
the card shows that many to be on order. 

The cards on the fronts of the other boxes are 
similarly adjusted as merchandise is sold, re- 
ordered and received from the factories. The last 
numerals on any card always show amount on 
order and amount in stock. Thus, the status of 
Miramonte inventory is instantly discernible. The 
changes of inventory quantities can be made by 
the stock clerk when he fills an order. Or they can 
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WHAT IN INVENTORY 


Some jewelers shy away from trying to keep an accurate record of their sil- 


ver flatware stock. It’s “too complicated” and “too much work.” The card 


system described here is simplicity itself. It will provide complete control 


at all times for your silver flatware department — and increase profits 


be accomplished by the buyer, owner or manager 
each morning as he checks over the duplicates of 
the previous day’s sales slips. Whoever may be 
assigned to the task, it is important that the job 
be done promptly and carefully. 

The card shown in illustration 22 goes with the 
larger box at the end of the row. This is the box 
in which are kept the extra pieces of the pattern. 
The “D-15” tells us that the card belongs with the 
box in the 15th vertical row on shelf “D.” All 
items contained in this box are listed on the card. 
The diagonally divided squares show maximum 
and minimum quantities to be kept on hand. For 
example, there will be a maximum of three butter 
knives and a minimum of one. 

The card reads like this: We start with three 
butter knives in stock and none on order. The sec- 
ond set of figures indicates that one knife was sold 
leaving two in stock but none on order. The third 
and last notation shows another knife sold leaving 
one in stock. To bring inventory up to the maxi- 
mum of three pieces, two were put on order. The 
last figures in any row show amounts of item in 
stock and on order. 

A fast glance at the other articles listed on this 
ecard reveals that the jelly server, sugar tongs, 
tomato server and carving sets are not exactly 
“hot sellers.” It might be well, also, to direct at- 
tention to the table spoons of which a maximum 
of six are to be kept on hand. This is because most 
sets of sterling flatware are bought with two such 
serving spoons. 

It will be recalled that in some stores jewelers 
keep their stocks up in front, in close proximity 
to their place setting displays. Those merchants, 
use the card shown in illustration 22 for their 
extra pieces and a card similarly arranged for 


Illustration 19, right, above: An orderly way to stock ster- 
ling flatware, one pattern to a shelf. All 

pieces of the same type are in vertical rows 

(note, for instance, all teaspoons in first row). 


Illustration 20, right: End of box top carries a letter and 
number, type of item, and name of pattern and 

maker. A metal frame at end of box holds the 
inventory record for contents. 
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their regular items. This latter card is shown in 
illustration 23. These cards are so easy to read 
and understand that no further comments or ex- 
planations are required. The cards can be kept in 
a metal frame attached to the front of the drawer 
(as in illustration 20) or inside the drawer in a 
transparent acetate envelope which will keep 
them clean and also together. 

It is worth mentioning that this system of keep- 
ing inventory control on cards, involves no other 





MIRAMONTE 
COLUMBIA SILVER 


[)- SALAD 


FORKS 








‘0-3 






































records. It forms a complete inventory setup. Its 
main disadvantage lies in the fact that the record 
is not a part of a unified, centralized system such 
as exists with the inventory control book. Yet, it 
does have the benefit of simplicity and if kept up- 
to-date is accurate and efficient. 

Jewelers who prefer to centralize their inven- 
tory control of silver with the records they keep 
of their watches and jewelry will use the loose- 
leaf book page shown in illustration 24. All items 
belonging to a pattern are listed in much the same 
fashion as on cards shown in illustrations 22 and 
23. Maximum and minimum quantities are indi- 
cated in the first column of diagonally bisected 
squares. Cost per unit is shown in code using the 
words “Black Horse” as code base. The retail 
price per piece is also shown. The last numerals 
in any horizontal row tell what amounts of the 
item are in stock and on order. 

For the sake of convenience and simplicity the 
records for teaspoons, dessert or oval soup spoons 
and round soups have been made to agree with the 
records of the same items as shown on the card in 
illustration 23. However, two additions have been 
made to the “teaspoon” record to demonstrate the 
accurate and positive control this page affords. 

Please note, particularly, vertical columns 6 and 
7. Column 6 continues to show 18 spoons on order 
but the “in stock” quantity has jumped to 38. 
Since no merchandise has arrived from the fac- 
tory this can mean only one thing: a customer 
must have returned six teaspoons for credit. How- 
ever, one teaspoon apparently was discovered later 
to be in need of refinishing and was returned to 
the plant for this purpose. That is why column 7 
shows 19 to come from the factory with only 37 
now in stock. From this, it is quite obvious that 
the control system is “tight” and if kept up-to- 
date will prove accurate and efficient. 

Each silver manufacturer provides folders, 
brochures or printed retail price lists which can 
be kept with each basic setting display. In some 
stores this data is attached to the underside of 
display pad. Where complete patterns are dis- 
played in drawers, the retail price list is kept with 
the samples. It is also a common practice to type 
up a loose leaf price book in which a page is de- 
voted to each pattern. All patterns of one manu- 
facturer are kept together, in alphabetical order; 
and the book is indexed so that the merchandise 
of any particular factory can be located quickly. 
This book is always accessible to all sales per- 
sonnel. 


Recording plated flatware 


Plated flatware, for the most part, can be in- 
ventory controlled with less difficulty than is the 
case with sterling. Most plated merchandise is 
sold in sets ranging from 16-piece “starter” out- 
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fits (for four persons) to complete service chests 
designed to serve six, eight or twelve persons. 
Needless to say, the 16-piece sets include only 
the basic essentials such as four each of teaspoons, 
forks, knives and salad forks. Extra or additional 
pieces can be kept in open stock, which is inven- 
toried in exactly the same way as the sterling 
shown in the examples illustrated and described 
above. The sets, themselves, are virtually package 
propositions and hence can be assigned stock 


MIRAMONTE 


D-!| | TEASPOONS 
ONORD 


STK 3+ 


Illustration 21: Inventory card for use when flatware is 
stocked on shelves. The card is mounted on the front of 
the pasteboard box (see illustration 19) and shows how 
many pieces are on order and in stock. 


D-IS_ Pieces 


MIRAMONTE 





Illustration 22: Extra pieces in a pattern are contained in 
a larger box at the end of the row. All items in this box 
are listed on the card, together with those which have 
been ordered. 


MIRAMONTE Columbia 





Illustration 23: Inventory card for use when flatware is 
stocked in drawers beneath display cases. A card like this 
is fixed to front of drawer or kept in a plastic envelope 
inside the drawer. 
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STERLING. 






SP. 
ICED TEA SPS. 
DINNER 
OR 
FORKS 
OYSTER OR 
ICE CREAM 
DINNER KNIVES 


SPR. 


MEAT 
LADLE 
JELLY SERVER 
LONG SERVER. 
PICKLE FORK 
Pig SERVER 
SALAD SPOON 
SUGAR SPOON 
SUGAR TONGS 
TABLE SPOONS 
PIER: 
SERVER 


CARVING SET 


loose-leaf pages like this, instead of the simpler cards, to 
keep all their stock records together. There is one page 





numbers as was done with watches. Or the sets 
can be entered on the page as if the items con- 
tained in them had been received in bulk—four 
teaspoons, four forks, four knives, etc. When a 
set is sold, the items are checked off in lots of four. 
Thus it is simple to keep track of both sets as well 
as open stock. 

As with everything else it is important to keep 
inventory at a common sense minimum. This is 
accomplished only through careful, selective buy- 
ing, always keeping in mind the competitive situ- 
ation existing in the locality and the purchasing 
preferences of its people. Capital and credit avail- 
able are also prime factors in this matter. 

Some stores stock only two or three of the 16- 
piece starter sets, each in a different pattern. 
Similar proportions are followed with respect to 
the larger chests. Where the larger chests are of 
the same patterns as the 16-piece units they can 
be “robbed” of any extra articles that may be 
desired by customers buying the smaller sets. 
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FLATWARE 
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Illustration 24: Some jewelers prefer to record their silver 
flatware stocks in the inventory control book. They use 
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for each pattern. Horizontal lines show maximum and 
minimum number of pieces to be stocked in each item, the 
cost in code, the retail price, and the number of items on 
order and in stock. 





These pieces can be replaced easily enough since 
most factories are in a position to ship on receipt 
of orders. Stores that follow this practice are able 
to keep inventory at a minimum level and still be 
in a position to serve customers promptly. 

In larger establishments the additional back-up 
stock of regular items can vary from a minimum 
of four each to a maximum of as many as they can 
afford or deem essential. Of the extra pieces it 
may not be necessary at any time to stock more 
than two of each excepting, of course, the table 
or large serving spoons which are usually bought 
two at a time. Four of these might be a good 
minimum. Bae 


Next month. The eighth, and next to last, in 
this important series of articles, will tell how to 
record silver hollowware in the inventory control 
book. It will tell you how to spot best sellers at a 
glance and know all the facts about your hollow- 
ware stock and sales. Editor 
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THE FAMOUS ZIPPO—MADE BY A TOUGH, UNRECONSTRUCTED AMERICAN CRAFTSMAN—WHO GELIEVES A CIGARETTE LIGHTER SHOULD LAST A LIFETIME. 


THE INCREDIBLE STORY OF THE ZIPPO LIGHTER 


—and a man who believes a lighter should work forever 


The man who made the first Zippo, and who 
still rums the show, learned his trade in his 
father’s Pennsylvania machine shop. 

He developed manual skills. He mastered the 
sweet science of machinery. And he learned 
one thing more. 

He learned to love and respect workmanship 
for its own sake. He became a craftsman in the 
19th Century American tradition—the breed 


of men who made things that worked. And 
lasted. For a long, long time. 

Today, he makes a cigarette lighter that 
works. The Zippo. And he constructs each 
Zippo so carefully that he is able to offer the 
most sweeping guarantee in the annals of Amer- 
ican business. 

Regardless of age or condition—if a Zippo 
ever fails to work—he'll fix it free! 


Some modern businessmen who make products 
that become obsolete on a schedule don’t have 
much respect for the Zippo man’s business sense. 

But he does pretty well. And he has a rare 
good feeling when he goes to bed each night. 
The feeling that comes from making a product 
that works. Every time. Year after year. Gen- 
eration after generation. 

Always—or he fixes it free. 


ZiPPO. MANUFACTURING COMPANY, BRADFORD, PA. IN CANADA: ZIPPO MANUFACTURING COMPANY, CANADA LTD., NIAGARA FALLS, ONTARIO 
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Zippo introduces a 
new kind of advertising to 
help you sell more Zippos 


A 
it” Givi 


<= This ad in 
\rc----- 


N 


You are looking at the kind of advertising that 
excites people, moves them emotionally —and 
gets them to buy! 

We have a great selling story to tell about 
Zippos that is as honest as the lighter itself. The 
advertisement which you see on the opposite 
page is the first chapter of our story. It appears 
in Life Magazine. As you can see it is bold, 
truthful, and dramatic. It will get results. 


SD GS GS ES GD GS GD GE a Ga a ae ee ee ee ee eee eae 


is now being seen by your customers |! 


The pictures below are preliminary illustrations 
for succeeding advertisements in this big Life 
campaign. Each full-page ad is aimed to help 
you sell more Zippo lighters. 

Every issue of Life is read by more than 28 
million people. Many of these people are your 
customers. A complete line of Zippos will be 
shown. These advertisements must sell more 
Zippos for you! HINT: Stock up on Zippos now! 


Behind-the-scenes view of other Zippo ads being prepared for this big LIFE campaign 


WHICH LIGHTER WORKS FOR KEEPS? 


NOW, FOR SPORTSMEN ~ A ZIP PO LIGHTER YOU CARNDT LOGE! 
—n 1 Lights in und and main 


“GA, VOR DPPO GUVS.LET'S $0 YOu AK TWiS LIGHTER FoR mer” 


; 


Peo La Ss. og ~ -s 


paca 


RE bie 


u a 
b 
—this ad will prove ~. it 
will pay your customers to 
buy a genuine Zippo in- 


stead of a cheap imitation. Means 
better profits for you. 
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—every outdoor man in 
your neighborhood will 
want a new Lossproof 


—this dramatic ad tells the 
famous Zippo guarantee 
story. Get ready for a lot 


of extra Zippo sales once your cus- 
tomers read it. 


Zippo when he sees this ad. It shows 
why he can’t lose this Zippo. 














by Walter L. Kahn 
of Kahn-Jacobson, Inc. 


diamond importers 





The rising population tide will 
seon face American businessmen 
with their greatest opportunity. 
There will 


graduations, millions more mar- 


be millions more 
riages and millions more gift- 
giving occasions than there are 
today. Non-jewelry tdustries 
are taking steps right now to 
make people want—and buy— 
non-jewelry gifts. In self-de- 
fense jewelers should prepare 
without delay to get their full 
share of tomorrow’s surging 


business. 
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Are you protecting your 


own GIFT BUSINESS? 


® AS A RETAIL JEWELER, you 
are skilled in predicting the ebb 
and flow of business opportuni- 
ties in your own city. You 
wisely plan ahead for gradua- 
tions, engagements and mar- 
riages. You know the impor- 
tance of timing your promo- 
tions. 

But I wonder how much you 
are thinking about the future of 
gift-giving on a larger scale— 
during the next few years. 

Today we stand on the thresh- 
old of exciting opportunity for 
everyone in the jewelry indus- 
try. The end of this year will 
see the start of a gigantic up- 
swing in the number of young 
people (18 to 24 years old). Just 
look at these figures and think 
what they can mean for jewelry 
stores in the sale of graduation 
gifts, engagement rings, bridal 
and wedding gifts! Right now 
there are 15.5 million people in 
the 18-to-24 age bracket. By 
1960 there will be 16 million; by 
1966, there will be 20 million— 
and by 1973, there will be 26 
million. 

Let’s be realistic, though. This 
business, rising from more 
birthdays, more _ graduations, 
more marriages and the forma- 
tion of more homes, will not au- 


tomatically drop into our laps. 
Other industries are launching 
spectacular promotional cam- 
paigns for consumer attention 
and consumer dollars. The fur 
industry, whose sales were off 
by almost one-third in prosper- 
ous 1954, has pledged $300,000 
for public relations. The shoe 
industry will spend close to a 
million dollars this year on 
group advertising. The women’s 
apparel industry is raising 
$400,000 for publicity. And so 
it goes, as industry after indus- 
try shapes nationwide-promo- 
tions for the boom times which 
lie ahead. 

If jewelers are to get our 
share from the vast new crop of 
customers, we must prepare 
now. Fortunately, the Jewelry 
Industry Council stands ready 
to arouse public interest in our 
business and in what we have 
to sell. 

During the last 12 years, the 
Council has placed, annually, 
half a million dollars’ worth of 
publicity in the newspapers of 
America; issued millions of 
wedding anniversary and birth- 
stone booklets for retailers to 
give to their customers; distrib- 
uted 10,000 manuscripts for 


jewelers’ use over radio and 
(please turn to page 54) 
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31 pages of fascinating, informative reading. 
“The Day You Buy a Diamond” tells the story 
of the diamond’s origin and significance, gives 
important pointers on choosing a diamond. 

Directed particularly to young people about 
to buy an engagement diamond, it helps you 
promote your diamonds continuously in this 
ever-changing market. Jewelers say it’s one of 
the best selling aids they’ve ever used. 

Order an ample supply and keep this booklet 
working for you. Use it for bill enclosures. Have 


This 
informative 
diamond 
booklet 


promotes 
Your 
diamonds 


helps 
you make 


sales 


Order a supply now... 
for mailing... 
for counter giveaways 


stacks on your counters for prospective cus- 
tomers. Plan special mailings to young people 
...high school and college seniors and club 


groups, for instance. 


Cost is $7 per hundred. For your imprint, 
add $3.50 for first hundred and $1.25 for each 
additional hundred. Order from Diamond Pro- 
motion Dept.. The Reuben H. Donnelley Corp., 
230 East Sandford Blvd., Mt. Vernon, N. Y. 


Please enclose check or money order. 


Tie in with the National Diamond Promotion 


—keep diamond sales coming your way 


De Beers Consolidated Mines, Ltd. 
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PROTECTING YOUR GIFT BUSINESS (concluded from page 52) 


TV, and created sales promotion 
kits and idea booklets sales for 
all gift occasions. 

And yet, in the face of grow- 
ing competition from other in- 
dustries, JIC operates on a 
budget of less than $100,000— 
only a fraction of the budget 
soon to be available to the fur 
industry. We must not muff the 
opportunity of a lifetime, this 
gigantic market which will start 
its ascending curve within the 
next few months. To ride up- 
ward with the times, every 
jewelry supplier and every re- 
tail jeweler should contribute 
now to the Jewelry Industry 
Council. 





New competitors 
for “luxury” dollars 


Sept 





by Oscar Kind, Jr. 
of S. Kind & Sons, 
Philadelphia 





® THE QUESTION IS OFTEN ASKED, 
“Why should I join the Jewelry 
Industry Council?” I can an- 
swer this question with a single 
word, “survival.” 

The jewelry industry, whether 
manufacturing, distributing, or 
retailing, is a single industry in 
the minds of the consuming pub- 
lic, although to us it is a com- 
bination of many individual 
types of business conducted by 
many methods. Over the centu- 
ries this industry has implanted 
certain ideas in consumers’ 
minds. Perhaps the greatest of 
these is questionable: the attri- 
bute of “luxury” products. 

During recent decades, many 
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competing products have been 
introduced into the market to 
capture that portion of the ex- 
pendable income which is de- 
voted to so-called “luxuries.”’ 
Jewelers have let these newly 
introduced products compete 
without offering much competi- 
tive publicity. In the last ten 
years a few thinking jewelers 
have realized the in-roads that 
have been made in the jewelry 
business by this type of compe- 
tition; and, to stem the tide, or- 
ganized the Jewelry Industry 
Council. 

On a very meager budget, JIC 
has used publicity in an effective 
way and at minimum cost, to 
reawaken interest in jewelry. It 
has produced countless columns 
of fashion-making news. It has 
sent information about forth- 
coming fashion trends to pro- 
gressive jewelers subscribing to 
its services. Most recently it has 
cooperated with other fashion- 
making organizations to make 
certain that jewelry is given its 
proper emphasis. But its per- 
formance has been restricted by 
the budget, and the budget de- 
pends on support from the in- 
dustry at all levels. 

There are great plans for the 
future. JIC is now ready to help 
any branch of the jewelry in- 
dustry with promotional and 
publicity programs. 

Nothing but good can come to 
the jeweler who supports the 
Jewelry Industry Council with 
a generous annual subscription. 
The recently formed Retail 
Jewelers of America will shortly 
be assisting the Jewelry Indus- 
try Council more effectively than 
heretofore, if present plans are 
approved by the RJA Board of 
Directors. So I say to you fel- 
low-jewelers—be you manufac- 
turer, distributor, or retailer— 
support the Jewelry Industry 
Council and be certain that you, 
as a jeweler, will survive in the 
competitive economy of today 
and tomorrow. 








JiC—insurance 
for the future 








by Kenneth I. Van Cott 
Binghamton, N. Y. 





® IN THESE DAYS OF HEAVY COM- 
PETITION, the old adage is truer 
than ever: “Out of sight—out 
of mind.” With pressures on 
every side to buy everything 
from a pocket radio to an auto- 
mobile, the race to make an im- 
pression on the man who has 
money to spend goes to those 
who do the best job in promot- 
ing their own particular wares. 

The Jewelry Industry Council 
has done a magnificent job in 
focusing attention on jewelry 
store products, through releases 
to newspapers and radio sta- 
tions. Evidence of JIC activity 
is in all the magazines, in edi- 
torials, in photographs and fea- 
ture articles. For the small 
amount of money the Council 
has been able to spend, the In- 
dustry has gained a hundred- 
fold in publicity and promotion. 

JIC’s active work has held the 
line for us in this highly com- 
petitive era. Cooperation by lo- 
cal groups and individual jewel- 
ers of vision has helped, but the 
spark plug is in the work of the 
Council. 

Every jeweler should support 
JIC, as a legitimate business ex- 
pense, like insurance, to safe- 
guard the future of the business. 
This support is not a contribu- 
tion. It is not a gift. It is a 
needed chipping in to a fund for 
our own good health, growth 
and prosperity. ae 
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And... at the Brussels World's Fair, 
be sure to see the fabulous Baumgold 

Diamond Exhibits in the Palace of Elegance 

in the Belgian Section. 

We also invite you to visit our Antwerp Office 

at 86 Rue du Pelican where Theodore Baumgold 


will be happy to welcome you personally. 
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CREATORS OF DIAMONDS 


WITH. EXCLUSIVE 
SALES FEATURES® 


TIRCLE OF LIGHT DIAMONDS 
‘ JAGER BLUE DIAMONDS 
* HEART DIAMONDS 
and other 


FANCY SHAPES 
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BAUMGOLD BROS., INC. 


NEW YORK -* 


580 Fifth Ave., New York 36, N. Y. © 86 Rue du Pelican, Antwerp, Belgium 
LOS ANGELES + 


TORONTO *« MONTREAL * VANCOUVER * LONDON * 


RJA Chicago Show, R. 602A, Conrad Hilton Hotel, July 27-31 
Mr. Joseph Lipschutz and Mr. Maurice Stamper in Attendance 
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“Bomb chamber.” The sealed 
cylinder (Fig. 1, above) for 
growing corundum crystals 
must stand up against high 
temperatures, high pressure 
—30,000 pounds per square 
inch—and highly corrosive solu- 
tions. Nutrient material in sil- 
ver vessel at bottom will ar- 
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by Dr. Frederick H. Pough, Gem Consultant for JC-K 


range itself around the sus- Now ) ‘cultured’ rubies? 


pended “seeds.” The chamber 
is heated from below by an 
electric furnace (Fig. 2, at 
right). 


Here is a new type of man-made ruby, grown 
slowly in a bomb chamber, in much the same 
way that emerald crystals are produced. The first 
products will be used for electronics. Eventually 
others may grow large crystals from natural ruby 
“seeds” 


® ANNOUNCEMENT THAT TWO SCIENTISTS at the 
Bell Telephone Laboratories, modifying tech- 
niques used in the commercial production of 
quartz and (presumably) emerald crystals, have 
succeeded in growing ruby corundum crystals is 
of interest not only to jewelers but to the dic- 
tionary-makers. 

Only a few months ago it was pointed out in 
THE JEWELERS’ CIRCULAR-KEYSTONE that the 
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word “synthetic” was insufficient to describe some 
of the materials that nature’s inadequacies have 
forced man to produce for the satisfaction of to- 
day’s needs. With an identical substance formed 
by two wholly different techniques, we are 
squarely faced with the need for etymological 
distinctions. Other than that, the question of a 
name for the new ruby crystals is rather aca- 
demic; for it is improbable that the jewelry trade 
will soon be very much affected by the new scien- 
tific achievement. 

The quantity and quality of the Verneuil syn- 
thetics, combined with their low cost of produc- 
tion, make it highly unlikely that slowly grown 
crystals will have much jewelry significance soon, 
for they are no more beautiful than nature’s 
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NOW ADVERTISED IN 


AND THAT’S NOT ALL! 


You are cordially invited 
to our suite #2100-01-01A 
at the Conrad Hilton Hotel 

during the Chicago show. 


ARNSTEIN BROS. & CO. 
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“CULTURED” RUBIES? (continued) 
stones and have, for jewelry purposes, only the 
merit of being more costly to produce (at pres- 
ent). 

But from a scientific standpoint, and because 
of the possible significance of unstrained, nat- 
urally crystallized “doped” corundum crystals for 
use in electronic gadgets, the new crystals are 
very important. Drs. R. A. Laudise and A. A. 
Ballman deserve credit and honor for their suc- 
cess. It was for the speculative commercial elec- 
tronic use that the research and experimentation 
program was undertaken. Although there is no 
thought of jewelry application in their work, the 
product happens to be an important gem mineral; 
so it is desirable that the jewelry trade be kept 





Fig. 3 Greenish crystals result- 
ed when iron contaminated the 
solution inside the autoclave, or 
bomb. The layer deposited 
around seed crystals is thin; 


could be much heavier. 


Fig. 4. Colorless corundum 


crystals were grown when the 
walls of the cylinder were lined 


with silver. 


Fig. 5. Ruby-red corundum 


formed about the seeds when a 
small amount of sodium chro- 
mate was added to the solution. 
Bell Laboratories does not plan 
to produce “cultured rubies,” 


but it evidently can be done. 


informed. Then, too, there is always a possibility 
that this announcement of success will lead others 
to follow the same path, without the publicity that 
has heralded the Bell Laboratories product. 
Therefore the alert jeweler should realize that it 
is possible to grow natural-looking crystals in 
significant sizes. 

Regular readers of JC-K will understand how 
the new corundum-structure (and ruby) crystals 
were cultivated, because the techniques were pat- 
terned after those used in the commercial growth 
of quartz crystals by the same laboratories. How- 
ever, the “bomb” had to be modified to resist the 
higher temperatures, the higher pressures and the 
more corrosive solutions needed for corundum 

(please turn to page 70) 
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Havin 


This trademark is the symbol of one of America’s large 
diamond importers that has served quality jewelers for 
four decades, specializing in a large and varied selection 


of platinum and gold diamond jewelry in both standard 
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can get 


To double the sale of gold filled jewelry, put it 
in the limelight and let customers see that they 





by John M. Fleming 


Compare and convince: 


Myron Everts, president of Everts, 


and Mrs. Mildred Nunan, costume 


jewelry buyer, examine heavy 


necklaces of gold filled and 


14 karat which look alike to the 


smallest detail—a point 


to emphasize in selling. 


Bargains in beauty 


® EVERTS HAS FOUND A BONANZA in gold filled cos- 
tume jewelry. In less than a year gold filled 
merchandise has almost completely replaced 
electroplate in this well known Dallas store; and 
everyone from Myron Everts, president of the 
company, to the newest clerk is happy about the 
whole transition. 

Mrs. Mildred Nunan, costume jewelry buyer, 
puts the whole story in a capsule when she says: 

“People who come into the store are jewelry 
conscious to begin with; and with the proper ap- 
proach it is not difficult to trade them up. The 
beauty of gold filled jewelry makes it easy to sell 
people who want 14 karat but can’t afford it.” 

There is, of course, more to the Everts gold 
filled success story. It began a little over a year 
ago when Mrs. Nunan took over as buyer in the 
costume jewelry department. She had a theory 


60 





that gold filled would sell well if it were properly 
displayed and if the sales people approached the 
customer in the proper manner. 


Little electroplate now 


It did not happen all at once; but gradually the 
costume jewelry department was taken over by 
gold filled merchandise. Today 90 per cent of the 
entire department is made up of these items. 

“The ‘real look’ is selling,” says Mrs. Nunan. 
“Gold filled has the real jewelry look and it fol- 
lows naturally that the first necessity is to dis- 
play it where it can be seen.” 

Costume jewelry, which in the current case at 
Everts means mostly gold filled, is displayed in 
the center of the store’s first floor where it gets a 
maximum amount of store traffic. Fourteen karat 
merchandise is also kept in this department an 
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BARGAINS IN BEAUTY (continued) 


it provides an excellent selling gimmick by using 
the comparison method. 


Resistance breaks down 


Customer resistance is easily broken down 
when an item like a heavy necklace in gold filled 
priced at $35 is laid side by side with a similar 
necklace in 14 karat but priced at $250. 

“The lines are just as modern as tomorrow,” 
says Mrs. Nunan. “The pieces are copied in the 
finest detail. Their beauty establishes ‘pride of 
ownership’ and this in itself goes a long way in 
overcoming resistance to the price of gold filled 
over electroplate.” 

With proper display and ease of access, the 
second point is simply: What kind of salesman- 
ship is necessary to move gold filled? 

““Much of the success we’ve had in gold filled 
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Let it be seen! Jewelry counter for 14 karat 
and gold filled stands at busy-traffic 

area in center of Everts’ first floor where 
customers are sure to pause covetously. 
Left: Sales people, all enthusiastic about 
gold filled, show it right away; stress 


its beauty and comparative economy. 


comes from the enthusiasm of the girls,” says 
Mrs. Nunan. “We believe in showing it right 
away. Don’t wait. Tell them what it is and im- 
press on them that this is jewelry they will not 
be ashamed to wear anywhere.” 


Education helps 


Educating the customer in what gold filled 
really is constitutes another step in the Everts 
selling prescription. A visual aid provided by the 
Gold Filled Manufacturers Association is kept 
readily available to each sales person. With it 
they can see exactly how thick the gold is and 
explain how it is made, thereby bringing out its 
lasting qualities. 

Many gold filled sales are made to customers 
for use with costly rings and watches. 

“Suppose,” says Mrs. Nunan, “a woman needs 

(please turn to page 67) 
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only Imp erial “ime am 


offers you all these advantages. 


Because IMPERIAL is Nationally Advertised 


lmperial—undoubtedly the foremost name in cultured pearl 
jewelry—is one of the most advertised and publicized names 
in the jewelry industry. Your customers know Imperial . . . 
the world's most wanted cultured pearls. 


Because IMPERIAL is the Fashion Leader 


Year in and year out, Imperial cultured pearl jewelry wins 
coveted honors and awards for fashion leadership. It is the 
result of Imperial's exclusive staff of designers—headed by the 
renowned Mademoiselle Bloch. 


Because IMPERIAL offers the Most Complete Stocks 
in All Price Ranges 
Only Imperial offers necklaces, rings, pins, bracelets, earrings, 
: clasps, charms and pendants, in gold-filled, gold, and platinum 
Look for the Man from Imperial! | . . . with cultured pearls and also augmented with precious 
veie'aun Ueedal ahaa il Gnade | stones. The most complete line of cultured pearl and diamond 
of outstanding quality, style, and , jewelry of all types. 


value in Cultured Pearls. What is 
more ... your Imperial representa- 


tt Nene = por ages Bn hae : Because IMPERIAL Sells Direct to You 

yaaa ce Amma sccm | Imperial Cultured Pearls are from the leading farms in the 
Orient . . . Imperial designs and creates their own jewelry and 
only sells direct to you—the retailer. That is why, with Imperial 
you know you pay the right price for your merchandise and you 


are the one who makes the long profit. 


Because IMPERIAL Gives You a Complete Selling Plan 


In addition to advertising mats, store displays and other sales 
aids, Imperial has developed numerous proven special promo- 
tions. These selling plans can be tailored to any size operation 
and assure year ‘round volume cultured pearl sales. 


IMPERIAL 
me PEARL SYNDICATE, INC. 


World’s Largest Importers of the World’s Finest Cultured Pearls 


NEW YORK CHICAGO DETROIT LOS ANGELES TOKYO 


681 Fifth Ave. 5 No. Wabash Ave. 914 Michigan Theater 607 S. Hill St. 2,3-Chome, Yotsuya 
Bldg. Shinjuke, Ku 
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Between you and the sale of a diamond 


The Wife Who Says No 







by Gladys Babson Hannaford 





a a OOOOOMOO OOO DDO DOO OOD DOD DODYODF 


“ ? 
¢ Q 
4 
“The frustrating situation is when the ”» 
’ husband can afford it . .. and wants to y 
j 
‘ buy his wife a diamond .. . and she doesn’t ? 
» want it. What can you do?” Some artful 
y 
( selling is needed; here’s what to say. » 
V ‘ 
v 
ZA SBOSSOSSSSOSSBOSOSSSBSSO* 444481 OOOO 


® | SUPPOSE EVERY JEWELER has at some time had 
a woman come in to look longingly at a diamond 
which her husband would not buy for her. This 
is not a hopeless situation. Give her all the in- 
formation she wants. There is always the possi- 
bility that with a little help from you she will be 
able to convince him of what he should do. It 
may take a little time but, working together, you 
and she have a chance of winning. 

The frustrating situation is when the husband 
can afford it and wants to buy his wife a diamond 
and she doesn’t want it! What can you do? 

It will be up to you to do a superior job of sell- 
ing. The approach has to be quite different from 
what you would use in most cases. There are 
definite points you must get across to her. 

A woman like this must be educated in the fine 
art of accepting a gift. Perhaps she has forgotten 
that the diamond is a gift of love. Any woman, 
particularly an older woman, should be proud 
and happy that her husband still thinks of her 
romantically. After all, he could love her and still 
be short in the romance department. 

Remind her also that she adds to his prestige 
when she wears it. Although he probably gave 
her an engagement ring, he has usually achieved 
a certain status before his thoughts turn again 
to diamonds. Her diamonds underline his suc- 
cess and they serve to show everyone at the 
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same time that he recognizes her share in it. 

Point out that the diamond he bought when 
they became engaged may seem small to him now. 
When they are out socially and wives of his as- 
sociates are wearing larger diamonds or more 
important diamond jewelry, perhaps he feels a 
little embarrassed, a little less successful than he 
should. Undoubtedly he has bought her many 
of the things she wants. Surely she can be gra- 
cious enough to wear proudly the diamond he 
wants. 

Most women love compliments, particularly 
from their husbands. Tell her that a diamond 
is a compliment of a very high order. Perhaps 
he is counting on the diamond to say for him 
the many things he somehow cannot put into 
words. It is a language that she must understand. 

One jeweler very gently reminded such a 
woman that sometimes accepting a gift with the 
right amount of appreciation is an art to be 
cultivated and that a husband’s joy of giving, 
if it is ruthlessly mowed down, sometimes does 
not flourish again. 

Most of these arguments will reach even a 
very determined woman. Both she and the hus- 
band will be happier. If you make the sale, the 
resistance is gone and, who knows, maybe she will 
be wearing more of your diamonds on later an- 
niversaries ! Zee 
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“I Use JC-K Want Ads™ 
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Why do credit jewelry stores, on the whole, make 
more money than equally well-managed “cash” 
jewelry stores? Here are some profit targets to 
consider if you are thinking about converting 
an old-line enterprise into an installment-credit 
operation 


® IF YOU WERE TO MAKE A CASH INVESTMENT in a 
stock of a corporation in the open market, one 
of the factors you would study would be the 
dividend payment. Then, based on the purchase 
price of the stock, you could easily compute the 
percentage return on your money. 

Quite naturally, everyone seeks the greatest 
dollar increment on every dollar invested, whether 
it be in the stock market or in the ownership and 
operation of a retail jewelry store. If you possessed 
a certain stock that netted you say, 3.5 per cent 
annually, you would not hesitate to sell that stock 
and switch to another where you could receive 
6 per cent, especially where the element of risk 
was less marginal. 

And so it is between the cash and credit jeweler. 
Statistics indicate three vital factors which make 
the installment jewelry store a far more fav- 
orable operation than the cash store. Let us see 
why. 

In a Dun & Bradstreet survey of representative 
stores,t the installment jeweler showed a net 
profit before taxes of 5.8 per cent, compared to 
3.7 per cent for the cash jeweler. On sales of 
$100,000 a year, this meant an additional profit 





*The author is credit manager of K. Polishook & Son Corp., 
New York ; a member of the bar of the State of New York, anda 
governor of the Jewelry Credit Group affiliated with the New 
York Credit & Financial Management Association. 


TSee “Business Is a Game of Put and Take,” JEWELERS’ 
CIRCULAR-KEYSTONE for May 1955, p. 61. 
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tne 
logical 
transition 


by Irving Firstenberg* 


of $2100. Considering that the credit jeweler’s 
sales volume is far greater than that of the cash 
jeweler (all other factors averaging out equally), 
he has opportunity to make more money. Also 
note that as volume increases, the percentage of 
net profit also increases because certain fixed ex- 
penses, such as rent and depreciation, remain 
constant. In spite of additional variable costs of 
operation, such as bad debt losses (1.5 per cent 
to 2 per cent) and larger advertising budgets 
(recently 5.7 per cent for credit stores compared 
to 3.4 per cent for cash stores), the credit jeweler 
comes out far ahead. 

Now, let’s pause a moment to discuss promo- 
tion. The alert credit jeweler constantly uses 
direct mail, newspapers, radio, or what-not to 
bring traffic into his store. He creates activity, 
an inducement for consumers to visit his store. 
Once the customer arrives, the credit jeweler or 
his sales people have the chance to sell him an 
article with a higher P.R. Note that it is the 
credit jeweler who creates the market, the desire, 
the curiosity in the public. Not only that, but 
he makes it inviting and easy to buy through 
offering attractive terms. And that is the crux 
of the whole discussion. 

The cash jeweler may also advertise. But he 
draws fewer of his customers into the store. He 
usually advertises only a few pieces of merchan- 
dise—and can sell them only if the customer has 
ready money. Let’s suppose the customer does 
have some money. If the item advertised is a 
watch, can the cash jeweler hope to sell him the 
watch for $79.50 cash and also a birthstone ring 
for $39.50 cash? Very rarely. However, if the 
customer is a good credit risk, the installment 
jeweler can sell both watch and ring for an im- 
mediate cash outlay of only $10 to $25. The cus- 


(please turn to page 76) 
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BARGAINS IN BEAUTY (from page 62) 


bracelets to compliment her 14 karat watch or 
ring. She feels that buying several 14 karat 
bracelets would be prohibitive but she can afford 
them in gold filled.” 


No advertising necessary 


Mrs. Nunan has watched this brain child of 
hers grow and develop in an amazing manner and 
without the help of any conventional devices. Ex- 
cept to designate items which are gold filled in 
the regular newspaper ads, the new trend in cos- 
tume jewelry has not been advertised. No win- 
dow displays have been used. In fact, only the 
prominent display in the store and the enthusiasm 
of the sales approach can be listed as the reasons 
for the almost 100 per cent gain in gold filled 
sales. 

Actually, according to Mrs. Nunan, price is one 
of the major selling points. The sales person 
shows the quality workmanship and points out 
that gold filled is a prestige item, that the beauty 
of the piece itself will be apparent. Then the 
clerk says that gold filled costs only about twice 
as much as electroplate . . . and only a fraction 
of the price of 14 karat gold . . . and the cus- 
tomer is 90 per cent sold. 

What age groups buy gold filled jewelry? 


“Everyone,” says Mrs. Nunan. “We sell to 
teen-agers, elderly women and everybody be- 
tween. Men make promising customers because 
they instinctively seek out quality.” 


All ages buy it 


“The prospective customer, for the most part, 
comes from the middle and upper middle income 
brackets; but we sell a lot of gold filled jewelry 
to the obviously wealthy and no small amount to 
people in the lower-middle income brackets who 
recognize quality and realize that, in the long run, 
buying gold filled is a bargain for them.” 

Myron Everts agrees with Mrs. Nunan that the 
gold filled market is ready-made for the store that 
will give gold filled a proper display and, at the 
same time, instill the right enthusiasm in sales 
people by educating them to the advantages of 
gold filled costume jewelry. Zea 





— 

| One day a very dignified elderly gentleman came 
into Ross Jewelers in San Diego and asked to see 
some jewelry cases. 


The salesman showed him a number of cases, 
but each one was either too large or too small or 
too shallow or too deep. Finally one seemed to ap- 
peal to him. He reached into his pocket, took out 
a set of false teeth and dropped them in. “This 
case will do,” he said. 
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608 Fifth Avenue, New York 20, N. Y. 
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L. & M. Kahn & Co. 
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Jacobson Bros. Diamond Corp. 


Telephone: Circle 5-4313 
32/34 Holborn Viaduct, London 
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Dinner jackets don’t go hiking; nor should 
fine watches! Vacations call for sportswear; 
and timepieces that can take it ... By 

hammering this home, one jeweler has proved 


Stout watch for him: 


Leo Weisberg says 


- 













it’s real tough to 


sell second watches 


to women for 





themselves—but 
they’ll see 

the sense in a 
second timepiece 


for a golfing husband. 


by Robert Latimer 


You can sell watches in SUMMER 


® LEO WEISBERG, manager of Zale Jewelers, 
Aurora, Colo., got tired of hearing jewelers 
moan: “You can’t sell watches in the summer.” 
Moreover, he didn’t believe it. He had some 
ideas; but before he tried them out, he wanted 
to confirm them with facts. His neighbors in a 
suburb of Denver, were “younger marrieds” who 
took their vacations during June, July or August. 
So much he knew, but he wanted to know more. 
So, two summers ago he “sampled” the employees 
of 16 stores in the area to find out their vacation 
plans. 

The average vacationist, he found out, planned 
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a trip of 1000 miles or more by automobile with 
his family; expected to spend between $200 and 
$250, and looked forward to fishing, swimming, 
golf, mountain climbing and horseback riding. 

Talking to vacation-bound customers, Mr. Weis- 
berg learned that few of them gave the slightest 
thought to what watch to take along. All, how- 
ever, looked sober when he pointed out that the 
mortality in wrist watches is at its highest peak 
during vacations when the wearers are likely to 
be unusually active and careless. 

“Perhaps we simply reminded a lot of people 
to leave their good watches home during the vaca- 
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tion period,” Mr. Weisberg admits. “On the 
other hand, during the past two years, we’ve sold 
a lot of watches to customers who previously 
hadn’t given the matter any thought at all.” 


“This vacation—be on time!” 


Zale’s watch-merchandising summer program 
begins with window displays in late May. Each 
window carries the slogan, “This vacation—be on 
time!”” And the same slogan confronts the cus- 
tomer at a dozen points inside the store. It even 
appears on the price tags attached to watches on 
display. And it appears in newspaper advertis- 
ing, with the theme hammered home that during 
a vacation an accurate watch is indispensable. 

Mr. Weisberg concentrates on shock-resistant, 
waterproof models in the moderate-to-better price 
bracket. “We tell our prospects that these watches 
are the only thing for a vacation. We ask them 
to think back to past vacations when they have 
lost or damaged watches, pens or jewelry. A\l- 
most everyone can remember such unfortunate 
occasions.” 

Best prospects come from society sections of 
the local papers. Daily, throughout the summer, 
Mr. Weisberg circles “vacation items” about 
Aurora families and his secretary looks up their 
telephone numbers. 

Mr. Weisberg himself makes the phone calls. 





After introducing himself, he extends congratula- 
tions on “your exciting vacation plans,” and men- 
tions some of the watch problems that tend to 
spoil vacations. Then he suggests a visit to his 
store to see Zale’s rugged, shock - resistant 
watches. The proper vacation watch, he points 
out, won’t let you down when you need it most 
and will forestall ruining a treasured timepiece. 

Sometimes the prospect says that if he bought a 
new watch, he’d have to give up his vacation. 
Whereupon, Mr. Weisberg describes the time-pay- 
ment plan. 

As expected, most of Zale’s summer watch sales 
are in the $25-to-$40 price range. But the last 
two seasons have seen a big increase in total vol- 
ume, giving him his best watch-sale summers on 
record. Zan 


It isn’t unusual to see a woman or a man in 
Norway who is wearing two wedding rings—one 
on the third finger of the left hand, and the other 
on the third finger of the right. This is because 
it’s customary there for both sexes to wear the 
ring on the third finger of the right hand. Should 
they become widows or widowers later, the ring 
is switched to the third finger of the left hand. 
Should they remarry, a second ring replaces the 
original one on the third finger of the right. 


mm! 4 
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. four lovely rings, 
perfectly suited to teen-age 
tastes—and pocketbooks. 
In 10K yellow gold with real 
and synthetic birthstones, 
styled with the usual 
CHURCH & COMPANY flair. 


CHURCH & COMPANY 


Eh Trade mark registered in US. & Canada 
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CULTURED RUBIES? (from page 58) 


growth. Without the scientists’ experiences with 
quartz, their problems would have been much 
greater. 

The several temperature phases of aluminum 
oxide, with and without water, made the nature 
of the feed material rather complex and affected 
the corundum growth rates in unexpected ways. 
But the best conditions for crystal growth were 
finally determined. Then it was possible to ob- 
serve the effect of varying other factors than feed, 
and to produce a useful variety in the least pos- 
sible time by introducing impurities like chrom- 
ium. Nutrients, solutions, temperatures, tem- 
perature differentials and pressures are all regu- 
lated in order to arrive at the most favorable com- 
bination for corundum crystal culture. Detailed 
conclusions will be found in the technical paper to 
be published in The Journal of the American 
Chemical Society by Drs. Laudise and Ballman. 
The writer wants to thank these gentlemen, and 
the Bell Telephone Laboratories for their gen- 
erous cooperation and for their permission to ab- 
stract the results here. 


Pressure, heat and time 
A cross-section of the autoclave or “bomb’’ is 


inder, capable of containing pressures in excess 
of 30,000 psi (pounds per square inch). Once the 
cylinder has been sealed, no additions or adjust- 
ments are possible. In simplest terms, the bomb 
is heated from below (Figure 2) so that the up- 
per part remains slightly cooler, creating convec- 
tion currents whose stirring of the solution ac- 
complishes the desired results. Naturally, several 
factors must be controlled, both in assembling the 
autoclave and, later, during the run. 

The product can be affected by temperatures 
that are too high or too low, by circulation of the 
solutions too rapidly or too slowly, by tempera- 
ture differentials that are excessive or too slight, 
and, above all, by real leaks in the system or even 
places of weakness in the silver liner. And the 
outcome, if the bomb doesn’t leak, cannot be 
known for a month or two from the time the run 
is started. With so many variables, and so much 
time required for any result, favorable or un- 
favorable, we must admire the patience and de- 
termination of the scientists who pursued this 
experiment to its current successful status. 

As we can see in Figure 1, the nutrient grains 
(which become corundum-structure aluminum 
oxide crystals after a short time, even though 
they may start out as one of the hydrated alumina 
compounds) are at the bottom of a silver or silver- 
clad vessel. There they are bathed in a sodium 








illustrated in Figure 1. It is a welded-shut cyl- 
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Symbols of faith... 
beautiful 14K yellow 
gold crosses, finished 
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black onyx, or half- 
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fraternal jewelry. 





See our Exhibit at Booth +76 
Retail Jewelers of America 
Convention. 














MEnveseeER AMERICAN coEeM 


W/errertine Beery & CO. 


socierTy 





THE NAME THAT MEANS 


8 ROSE STREET, NEWARK 6&, N. J. 


EE 





70 


JEWELERS’ CIRCULAR-KEYSTONE, JULY 1958 








carbonate solution that can circulate more or less appears to be very persistent. We can therefore 
freely through the cylinder. We can see the seed assume that it is a slow-growing face. 
plates suspended on silver wires from crossarms As yet, no very large crystals have been grown 
on an upright rack. They are the nucleii around and the layer deposited around the seeds is rela- 
which the alumina molecules will arrange them- tively thin. There is no advantage in prolonging 
selves when they are ousted from the cooling solu- an experiment at this stage, for once it is demon- 
tion as falling temperatures create an alumina strated that growth does take place, we can logi- 
supersaturation. To those familiar with the cally assume that it will continue at more or less 
quartz growth process, this will sound familiar. the same rate as long as feed material remains 
undissolved. It is more important now to work 
out techniques for the fastest growth of uniform 
The nucleii used by Dr. Laudise are plates cut unflawed crystals, and to investigate the poten- 
from Linde Verneuil-type (true synthetic, by ap- tialities of “doped” crystals in laboratory proj- 
proved nomenclature) crystals. Some of the ects. Seed orientation is an important factor; 
round discs are cut so that their flat surfaces lie crystal habits and the relationships of the outlines 
at right-angles to the c-axis (the usual elongation to the growing environment are being studied. 
direction of an hexagonal crystal). Others have Real success in American quartz culture was 
been cut to bring the c-axis out at such an angle to attained only after it was recognized that the 
make a rhombohedron face into a vertical one as seeds must be oriented with the large cuts paral- 
it hangs in the bomb. leling directions that the crystal seemed to abhor. 
Rapid circulation has been found detrimental to As a result, the quartz grew as fast as it could to 
uniform growth rates, so the solution’s freedom eliminate those objectionable faces (if we may 
of movement is controlled by a perforated baffle attribute a human characteristic to crystals). The 
plate, pierced by holes amounting to 5 to 10 per fastest growing crystal directions in any mineral! 
cent of its area. This determines the temperature are always indicated by the crystal’s corners, 
differential between the two sections of the cyl- points, and ridges, while the slowest growing be- 
inder. Under ideal conditions, growth was from come the surface planes, the final “crystal faces.” 
2/1,000 to 1/100 of an inch each day. The base, The commercial break-through in quartz-growing 
which crystallographers know as the (0001) face, depended on the recognition that some crystal 
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directions could be made to grow rapidly, along 
with a shift to natural quartz as a nutrient. Cul- 
tured corundums may attain commercial impor- 
tance if further experiments reveal comparable 
information. 


In Figure 3, we see some products of this in- 
teresting laboratory venture in crystal culture. 
The crystal sizes shown have little meaning, for 
they reflect principally the size of the initial seed 
plates. Their color is significant, however, for 
crystals grown in an iron autoclave without the 
protection of silver walls become greenish from 
iron contamination. 


Those which grew in a silver vessel (Figure 4) 
are colorless. This lot was allowed to grow a 
little longer, so they are considerably greater in 
size along the c-axis direction. 


Ruby-red from chromium 


Figure 5 is of more interest to the jeweler. It 
shows beautiful ruby-red crystals, formed as a re- 
sult of the inclusion of 1 per cent of chromium in 
the structure—the result of the introduction of 
1/10 of a gram of sodium chromate to a liter of 
circulating solution. 


We cannot imagine that the Bell Laboratories 
is about to start turning out “cultivated” rubies 
for the jewelry trade; and this article is not writ- 
ten with that in mind. Nor is it likely that any- 
one else will openly produce “cultured rubies.” 
Synthetic rubies already play such a large role 
in the market that they cannot be displaced by a 
more expensive product with no greater virtue in 
respect to beauty. 

However, we do need to be forewarned that a 
culturing technique can be successful. There is 
no reason to suppose that natural crystals could 
not be used as seeds with equal success, yielding 
crystals that might really be indistinguishable 
from natural ones by the standard tests. The 
usual criteria for synthetics—rounded bubbles 
and curving growth lines—don’t apply te these 
crystals. Now that it has been demonstrated that 
ruby crystals can be incubated, it may be possible 
for someone to grow “Burma” rubies in his cellar, 
just as Carroll Chatham grew his emeralds. As 
long as the bootleg rubies remained undetected, 
the reward would give a handsome profit over 
their cost. 

The Bell Laboratories and Drs. Laudise and 
Ballman deserve our praise for their accomplish- 
ment and our thanks for their prompt publication 
of results. (The first announcement of their suc- 
cess was made at the Fall 1957 meeting of the 
American Chemical Society in New York.) 
Among other things, their accomplishment em- 
phasizes once again our need for more precise 
nomenclature in the man-made crystal field. 8 @ @ 
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WRIST BANDS (from page 45) 


maker why someone couldn’t come up with a more 
practical border. 

The watchmaker rose to the challenge. Two 
days later he presented the officer with what was 
probably the first metal wristband. It was called 
the “duo” watch holder, forerunner of the famed 
“Victor.” This attachment has a center metal 
clamp, held by a leather strap. The watch stem 
crown and bow projected through a loop at the 
top and clamps held the watch at the bottom. 

Jewelers looked askance at this strange devise, 
though; and wholesalers refused to buy it. But 
modifications and refinements followed fast. In 
1911, the first real wrist watch case was developed 
—and advertised as being particularly suitable 
for soldiers and sailors. 

Six months later, the first separate metal wrist 
watch bracelet “for women only” went on the 
market. It was anything but dainty and feminine. 
The band of karat gold or gold filled was riveted 
to the sides of the case and had six or more links 
—each with a coiled spring. It was much larger 
than today’s models. But the race was on! 

Soon the first expanding link bracelet without 
solder made its debut. Narrower than its fore- 
runners, it was designed to complement the 


smaller, round Swiss wrist watches then setting 
the size pattern for American manufacturers. At 
last, the attachment began to look like jewelry. 


Still, no one was sure that the wrist watch was 
here to stay. Manufacturers played it safe with 
a “convertible” style—an expanding bracelet with 
hook ends, so the watch could be removed and 
worn as a sautoir. 

World War I ended all indecision about the 
acceptance of wrist watches by both men and 
women. Time is important to a country at war; 
and a watch on the wrist saved time. 

Suddenly, the demand was overwhelming—so 
much so that an unexpected complication de- 
veloped. Manufacturers worked so fast to meet 
the demand that quality suffered. It was two to 
five years more before the public was thoroughly 
convinced that wrist watches were not only prac- 
tical but accurate. 

In 1917 the ribbon-style band was introduced 
and the last barrier crumbled, as far as women 
were concerned. Ribbons were comfortable and 
inexpensive. The future of wrist watches for 
milady was assured. 

The industry had successfully weathered its 
adolescence. Fashion and technical maturity came 
next. 

New ideas appeared and disappeared with 
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astonishing speed during the Twenties and Thir- 
ties. Some, of course, stayed on. A favorite for 
graduation and wedding gifts was the pierced 
box-link bracelet for women. This was followed 
by the armored edge mesh with duo-fold clasps 
which allowed the band to slip over the hand. The 
tongue buckle was introduced and, in 1926, the 
first all-metal band for men. 

In the Thirties, a whole new cycle began with 
the advent of the baguette watch. Its diminutive 
size made obsolete all heavier, wider ladies’ brace- 
lets. Silk cord bands with ratchet-adjusting 
buckles became the vogue and, in turn, influenced 
the development of the metal attachments with 
which we are familiar today. 


1940 to present 


The Depression put a halt to the rush of new 
ideas. But World War II ended the hiatus. The 
year 1939 really was the turning point. In the 
mid-Thirties, the leather strap was in big demand, 
largely because karat gold had increased in price 
and non-corrosive attachments were unknown 
The late Thirties saw the development of non-cor- 
rosive bases for gold-filled attachments. 

In the lush Forties, the fold-over ratchet gave 
way to the all-expansion bracelet. Also, styles be- 
came seasonal. Pink gold sold thousands and 
thousands of new bracelets. Leather combined 
with links, and sometimes with wood, replaced 
all-leather. This was the era of snake chains— 
round, square, single, double, narrow, wide. 

Stainless waterproof watches arrived—first for 
men, and then, in sports models, for women. Ap- 
propriate attachments followed soon after. 

About that time, attachments for dress-up be- 
gan to be treated like other jewelry. Colored 
stones, cultured pearls, twisted mesh with snake, 
colored suede bands—all were appropriate if the 
customer liked them. 

Then women indicated that they preferred the 
round watch to the square and another vista 
opened for styling and style importance. The 
band became a component part of the watch, tak- 
ing on new design integrity. 

During the Forties, the watchband industry 
moved into the big leagues, advertising-wise. 
Radio talked to millions of Americans about at- 
tachment fashions. 

In the Fifties, though, attachments really came 
into their own, largely because of three develop- 
ments: 1. The watch and band took on a one-piece 
look and attachments were styled and merchan- 
dised seasonally like costume jewelry. 2. Tele- 
vision, now a full-fledged medium, put the at- 
tachment literally before the eyes of millions of 
customers. 3. The jewelry industry recognized 
attachments as strong traffic-builders that could 


JEWELERS’ CIRCULAR-KEYSTONE, JULY 1958 








stimulate business throughout the store. 

Because of these factors, more and more new 
styles were created. Men’s models stressed link 
caps, basketweave and the _ slimmer-than-ever 
look. Femininity and delicacy gained additional 
emphasis in the telescopic expansion band for 
women. 

Technical advances kept abreast of style 
changes. Watchbands in the Fifties could be ad- 
justed “right there,” at the point of sale. 


And tomorrow 


We are now at the economic and fashion stage 
where we must manufacture merchandising obso- 
lescence —create dissatisfaction with former 
products, by introducing something radically new 
and enticing. 

And attachment makers are doing just that. 
New styles to come this Fall will toss out the old 
and stimulate desire for the new. Never before 
has the industry been so sensitive to the changes 
in timepieces as related to costumes. The new 
watchbands represent a careful balancing of the 
new in both. 

The big change-over is due in the Fall, with 
styles offering wide sales possibilities. There’s no 
ending, yet, to the wristband story—the drama at 
the end of the sleeve. i 


Look for Jerry Gewirtz’ article on new wrist- 
band styles in the August issue of JEWELERS- 
CIRCULAR-KEYSTONE. 


Proud jeweler-father 
lets the world know 





oe ~ ~ 7 9 2 Bes 


“All the trophies in this window are part of 
the collection of 32 trophies and 19 medals won 
by our son, Joe Cash, in 18 months of competition. 
He is the present world champion and co-holder 
of the world distance jumping record.” 

So runs, in part, the placard in the window 
of J. C. Cash, jeweler of Sarasota, Fla. Joe Jr., 
water ski jumper, holds the world’s record with 
a tremendous leap of 126 feet. He is one of the 
few skiers who can execute the sensational heli- 
copter spin over the wake and do a deep-water 
take-off, skiing barefoot. 
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THE LOGICAL TRANSITION (from page 66) 


tomer has been needing a new watch and he 
always wanted a ring but he never seemed able 
to scrape together all the cash. So he kept putting 
both purchases off. But now he has the watch— 
and the ring—and is happy because paying for 
them is no problem. 


More stock turns 


That brings us to point 2—merchandise turn- 
over. In a credit operation the jeweler can turn 
over his stock 2 to 214 times yearly while the 
cash jeweler averages only 1.1. The installment 
jeweler’s stock doesn’t get a chance to become 
stale and out-of-date. It is always fresh, new, ap- 
pealing, modern. Of itself, it creates sales. And 
the more sales, the more profit. Instead of sitting 
on a shelf in a cash store, waiting and waiting for 
a customer to buy it, an article of merchandise in 
a credit store is in the hands of a customer, bring- 
ing in the dollar or two every week, and fetching 
the profit on which all business grows. 

While there are many successful cash jewelers, 
they usually think of themselves as the Tiffany 
type—long-established and content to do business 
in a conservative way. But times change. If we 
are alert business men and want to progress, we 
must keep up with the trend, modernizing and 
streamlining our operation to meet today’s re- 
quirements. This leads us to point 3. 


Sturdier finances 


The credit jeweler is a safer risk to suppliers 
than is the cash jeweler. Figures prove this be- 
yond question. While many cash jewelry stores 
have been converting to credit, more credit stores 
in proportion to cash stores have been opening. 
With the percentage of installment jewelry stores 
to cash stores increasing steadily, it is interesting 
to look at the insolvency record. In 1956, we find, 
119 cash jewelers became insolvent to 27 credit 
jewelers. The following year, 1957, with even 
more credit stores in the field than in the pre- 
ceding year, financial embarrassments decreased 
to 25 for credit jewelers while rising to 136 for 
cash jewelers. These figures are significant. They 
demonstrate that the chance for success and sur- 
vival is greater for the credit store than for the 
cash store. 

Now, let us look at it still another way. Ina 
balance sheet for a cash store, the principal cur- 
rent assets the jeweler can show are cash and in- 
ventory. The credit jeweler, on the other hand, 
shows cash, inventory and accounts receivable. 
Two things immediately become apparent. From 
a purely analytical point of view, the liquidity 
ratio of the credit store has to be better than the 
cash store. There can be absolutely no debate 
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about this. What do we mean by liquidity ratio? 
For the cash jeweler it is cash to total current 
liabilities. For the credit store it is cash plus ac- 
counts receivable to total current liabilities. In 
financial analysis this ratio should be at least one 
to one. 

Following through with this thought, how 
many cash jewelers with current liabilities of 
$25,000 have $25,000 in the bank? Very few, if 
any, you must admit. (And if they did, they 
would be awfully poor businessmen to tie up so 
much cash.) But is there an active, alive credit 
jewelry store with $25,000 in current liabilities 
that hasn’t far more, or at least an equal amount, 
in a combination of cash and accounts receivable ? 
No doubt about it. Thus, as a risk to suppliers, he 
certainly must be regarded as more secure and 
more desirable. 

Another point. Experience as compiled by the 
Jewelers Board of Trade indicates that where 
financial difficulties have occurred, more credit 
stores proportionately have been able to survive 
than cash stores. It can’t be denied that on a 
forced sale of a bankrupt business, the total asset 
value of the credit store is comparatively greater 
than that of the cash store. Why? Because 
(leaving out the common asset of cash) the only 
other valuable convertible asset the cash store 
has is inventory. On a forced sale, the most to be 
hoped for is about 20¢ on the dollar. The credit 
store has an additional powerful asset of accounts 
receivable. Should it be necessary to liquidate 
the business, this asset would be worth about 80¢ 
on the dollar. As a supplier sees it, with this ad- 
ditional protection in the business, to whom would 
he rather sell? To whom would he be willing to 
give a higher line of credit? To whom would he 
give sympathetic understanding if the financial 
waters became troubled ? 


Larger return on investment 


Here we might even inject a fourth point in 
favor of the credit type of jewelry store. Figures 
show that the credit jeweler gets almost twice 
as much return on the investment in his business 
as does the cash jeweler. In financial parlance, this 
is known as the percentage of net profit on net 
worth. Net worth, of course, represents total as- 
sets less total liabilities. In line with net worth, 
it is also noteworthy that the installment jeweler 
gets a larger measure of activity for his invest- 
ment than does the cash jeweler. 

An installment operation has these distinct ad- 
vantages over a cash business. If vou are now a 
cash jeweler, have a little imagination and initia- 
tive, aren’t afraid to work, look to tomorrow, to 
growth, prosperity and success, don’t you think 
it might be wise to consider making the transition 
now ? eae 
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OTT lal-mellilelehiolm olelsle MEI -tehial-1al olela 4-Top 
allelalhamelaa'iccli-Mi-17-lameelstsiatlatlelae 
360° rotor makes the “self-wind 
Tae hieliileh | oomnG OM lel] ate-t3-1 07-9 


a 


SHEFFIELD WATCH CO., INC. 663 FIFTH AVENUE, NEW YORK 22, N.Y. 
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They’re New... They’re 


(also see pages 28-29) 





Praying Hands medal in sterling silver with 
Lord’s Prayer (either Catholic or Protestant 
version) on the reverse. With gift box and 
display card for $3.75. G. Klein & Son, 105 
Chambers St., New York. 





“Four Seasons,” one of a new collection of 
wall clocks. Eight-day front-wind movement. 
Precision jeweled. In “Metalgold” or white 
decorated with gold. $40. Syroco division of 
Syracuse Ornamental Co., Syracuse, N. Y. 





One of a large collection of rings in their 
“Sculptured” Series of bridal sets with die- 
struck solid shanks. Available with or without 
K & B’s Perfect Lock, “Flip-Grip” interlocking 
device. From Karlan & Bleicher, Inc., 136 W. 
52nd St., New York, N. Y. 
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gives you the - 
most promotable watch 


Gold-filled cuff-link and tie-slide set featured 
on TV program “The Price Is Right.” Retails 
for $12.25, tax included. R. F. Simmons Co., 
191 N. Main St., Attleboro, Mass. 
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New stainless patterns with pieces made | actual, size 
thicker at points of greatest wear. Knives | 
have forged blades and serrated edge. Five- 
piece setting, $6.75. From Dirico, distributors 


for Dirilyte, 225 Fifth Ave., New York. 
“DIANA” 


...one of the most 
famous SHEFFIELD i 
best-selling watches ra 


Promote it as a ——>} 


~ 


beautiful fashion watch — 
now in six high-fashion colors 
to suit every costume — Sapphire Blue, 

Golden Color, Ruby Red, Silver Tone, Dove Grey, 

Mink Brown. Promote it as a perfect travel watch... 
easy to see... easy to wear... the bracelet snaps back 


A’ <. 


to make a bed-side travel clock. Imported time-piece, 
set in one inch wide bracelet of non-tarnishable 
metal, safety chain, anti-magnetic...shock-resistant. 
A superb price...retails for only $15.95 plus tax! 
Write for details today. 


Embossed silver or gold, leather-backed My- 
lar bands with leather stitched to plastic. 
Bands slide under the watch to provide a 
complete circle of leather next the skin. Wrist- | 
craft Mfg. Co., 104 So. 7th St., Philadelphia. | 663 Fifth Avenue, New York 22, N.Y. 


OF FASHION 
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14k Gold Frames 
with indestructibl 


metal reproductions 


Nay ie 
mil 


l nconditionally (suaranteed to last torever. 


Welcmiiriilcil@elsiuea tl a tactiiae mem Gl artelre 


PHOTO SCULPTURE, INC. 
Lit un of Hon Je elry { 
42 West 45th Street ° New York 36. , =s € 














Success 





Success, as we know, doesn't shine on every man. Like 
a suntan, success only comes to those who expose themselves. 


Through Jewelers’ Circular-Keystone Want-Ads, you can 
present your message to the entire jewelry industry. And 
make it easy for success to find you! 


Place your inexpensive classified advertisement today by 
using the convenient form on page 166. 


There is a want-ad category for every need. 











faarter and Sons 


(MAKERS OF FINE JEWELRY 
SINCE 1865 


Newark 2, Mi J. 








MANUFACTURING IN 


PRECIOUS METALS 
EXCLUSIVELY 


14 KT D-E-A-R-E-S-T CHARM 3443 ST. 








They're New... They're 


Universal’s new “Steam ’N Dry” iron has 
wide temperature dial band and 13 steam 
vents. New filling device fills faster, empties 
quicker. Cord switches for left hand. $16.95. 
Landers, Frary & Clark, New Britain, Conn. 


New Ronson “Grecian” Butane table lighter 
has instantaneous butane fueling, finger-tip 
flame height control, “posilite”’ lighter action. 
Finished in silverplate. For $19.95 plus tax. 
Other models to $27.50. 


The “Pacer,” one of Hamilton’s 10K gold- 
filled electric watches, has shield-shaped bezel, 
polished black dial and gold sliver-thin arrows 
and modern numerals. $110 with tapered 
strap. $125 with bracelet. 


From the “Long Life” line, this interlocking, 
23-diamond bridal set (#156) has full-cut 
center and die-struck shanks. Mats available. 
$59.80 keystone. Lieber & Lerner, Inc., 305 
E. 46th St., New York. 
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From Longines’ new “Starlight Fantasy” 
series of diamond-set watches with the wind- 
ing stem out of sight on the back of the 
watch. Hand-detailed cases of 14K gold of 
new and exclusive design. Models from $195. 


Floating opal, said to be the smallest ever 
produced in the United States—the size of 
a seven mm pearl. On sterling and gold-filled 
pendant for $3.75. In 14K for $9. Opalite, 
Inc., 1311 Lombard St., Philadelphia. 


Tapered mesh, 14K watch attachment. The 
buckle cover contains 13 diamonds set in 
white gold. The watch case hidden below the 
cover takes a six-ligne movement. $325. Tish- 
man & Lip, Inc., 31 W. 47th St., New York. 


8mm movie projector with automatic thread- 
ing whisks the film through the threading 
path in less than three seconds. The zoom 
projection lens is optional equipment. Bell 
& Howell, 7100 McCormick Rd., Chicago. 
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Have you heard about our 


“OPERATION | 


easy 
- ite ? 7 


_Every year Arlen’s new, distinctive 
_creations in trophies and practical 


awards are overwhelmingly received. 
BUT our 1958 IN-LAID WOOD 
TROPHY DESIGNS have topped any- -*888@-A/2_ 24¥2"_— $30 
thing our designers have ever con- 5838C-B/2 26” $30.75 
ceived. And there is only one reason: 5838C-C/2 2742” $31.50 


Creative style leadership, combined 
with production ingenuity makes the 
Arlen line the greatest selection of 
trophies. And we deliver the greatest 
values ever, to your customers and with 
generous profits to you. 


Creator of SPORTS ILLUSTRATED 1968 Golee @idstanion 


Catalog, Prices and 
Dealer Imprint Plan. 


“Pat On The Back” Trophy. 


ARLEN TROPHY CO., INC. 


50 Gold Street, Brooklyn 1, N. Y. 


WORLD’S LARGEST SELECTION OF TROPHIES AND AWARDS... 
From A Sport ‘‘Oscar” to a Championship Trophy 


MIKIMOTO 
CULTURED PEARLS 


K. MIKIMOTO & CO. LTD. 
2 WEST 46th ST., N. Y. €. 36, N. Y. 
JUDSON 6 6992-3 











JOIN THE PROFITS IN 
COLLEGE SEAL CHARMS 


College Seal I4K Gold Charms have captured the 
imagination of women from coast-to-coast. They're an 
elegant addition to her charm bracelet, or a distinctive 
charm for her neck chain. Most important to you as a 
retailer, they can become the fastest selling charms in 
your store. They have immediate appeal to your cus- 
tomers. 


® These College Seal Charms, in authentic school 
colors, are available for almost every college in the 
country. 


ACT NOW! Send for catalogue and 
complete information. Free merchandis- 
ing plan, mat ads and attractive 
counter displays with minimum order 
of 4 pieces. 


COLLEGE SEAL & CREST COMPANY 


236 BROADWAY, CAMBRIDGE 39, MASS. 











Use the 
Jewelers Circular 
Keystone 
Classified Section 
for immediate results 


in Finding a Job, 


Looking for Help 














They're New. .. They're 


New mounting in flower-like design for 
Linde star sapphire, surrounded by cluster of 
diamonds. In 14K white gold. Goldstein-Ger- 
son Co., Inc., 126 W. 46th St., New York. 


Diamond cross in sterling or gold-filled made 
to retail for $7.95. Comes in Cross box. From 
Flex-Let Corp., 580 Fifth Ave., New York. 


From a new line of pendants in 14k gold 
available in various shapes. Set with dia- 
monds or diamonds and pearls. Priced to at- 
tract the younger trade. Feature Ring Co., 
130 W. 46th St., New York. 


A new electric alarm clock, the “Ingraham 
Imperial,” includes an electric cigarette lighter 
of the automobile pop-up type. The case is 
mahogany with brass trim. $24.95. From 
The Ingraham Co., Bristol, Conn. 
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whose customers appreciate 
QUALITY 
ORIGINALITY 
and GOOD TASTE in 


Precious Gem Jewelry 


Inquiries Invited 


New “Silver Flower” pattern in silverplate E “FOR OVER 
by Community division of Oneida. Will be AS 
widely advertised and completely merchan- 
dised at point of sale. Delivery scheduled for 
about Sept. 1. Services from $24.95. / x / / c . ‘fs Y 
jeo. chuter € On vee. 
ASSOCIATED WITH PREFORMED PARTS, INC 


FACTORY AND OFFICE N.Y. SALES OFFICE 
920 Bedford Road 515 Madison Ave 
Pleasantville, N. Y New York 22, N. Y 








CASH for Your 


Surplus Silver, Diamonds and Jewelry 


Diehl “Explorer” clock shown at U. S. World 
Trade Fair. Miniature satellite circles the 
earth on dial 60 times an hour. Solar design 
in blue and gold. Distributed by Chronos 
Clock Corp., 141 Fifth Ave., New York. $24.95. | Cad shipment as tecendiiee alias Chu 
check covering payment in full mailed same 
day. Silver wil be held intact awaiting your 
acceptance or rejection. 


Ney ae | We are also interested in cooperating 
gp ~ | with jewelers who receive calls for older 
% om ey . : 
© ©. sterling patterns that are no longer avail- 


We will pay cash for any of your sterling 
patterns—any quantity, large or small— 
active, inactive, obsolete, new or used. 


able. 


Will also buy diamonds—any size and 
quality—as well as antique and modern 
jewelry. 

Reference: Dun and Bradstreet 


The First National Bank of Memphis 


Julins Goodman 


& Son 


The new Keystone “Sixty,” a 500-watt movie 
Memphis Jewelers Since 1862 


projector to retail under $70. Light weight, | 
less than a foot tall, in luggage-type case. 113 MADISON AVENUE @ MEMPHIS, TENNESSEE 
Handles 300-ft. reels. Guaranteed. Keystone | 

Camera Co., Hallet Square, Boston. 
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RUNNING A 
SUCCESSFUL 
SALE 

IS AN ART! 


By Manny 


Silverman 


WE CAN DO THE SAME 
FOR YOU! NOW! IN 1958... 


JUST AS WE DID FOR MANY 
JEWELERS IN THE PAST AND FOR 
MR. GOREN IN MAY, 1958! 

















E MITCH GOREN'S 
JEWELER) pees 





126 SOUTH CHADIMNM'RNE @THERET = DIAL 66566 


SAN ANGELO, TEXAS 
17 May 1958 


Silverman Sales 
580 Fifth Avenue 
New York City, New York 


Gentleman: 


I want to express my thanks and appreciation for the fine 
job that your firm had in liquidating my business. In spite of 
the fact that I had had an auction sale approximately eight months 
previous, I realized more than 100% on the dollar on my stock. 
Not only was it successful from a financia] standpoint, but the 
association both with the salesmen and the customers were most 
pleasant. 

I do not plan to reenter the retail business but I assure 
you that if I ever need to liquidate a business I will certainly 
call on your firm and will recommend you to anyone else in need 


of liquidating or raising money. 
Sigcerel Ly, 
Wa Jewelers 


Mitch Goren 











We sold ALL the inventory. 
We sold the furniture and fixtures. 


At better than TWICE the liquidators top offers. 
WRITE! WIRE! CALL COLLECT! 


SILVERMAN SALES ENTERPRISES 


580 Fifth Avenue, New York, New York 
Telephone: PLaza 7-4693 








RJA CONVENTION & TRADE SHOW (from page 43) 


to more than 4000 jewelers from 25 states in the 
West and Midwest. The advance registration 
plan ends the usual convention confusion at the 
registration desk, will give jewelers more time to 
shop the exhibit booths. 

President Arnold A. Schiffman, of Greensboro, 
N. C., will preside at the First General Session, 
Monday afternoon, July 28, and deliver his presi- 
dential address. Matters of dues and member- 
ship in RJA and affiliated state, regional and local 
groups will be thrashed out at a panel discussion 
led by H. A. Goldberg, of Cooper’s Inc., Ports- 
mouth, Va. Panelists will be Howard I. Michaels, 
New Haven, Conn., chairman of the Committee 
on Membership and Affiliates; James C. Lucas of 
Indianapolis, managing director of the Indiana 
Jewelers’ Association; and Lee Isenberg, of Hart- 
ford, Conn., executive secretary of the Connecti- 
cut RJA. 

Workshop sessions on how to operate a credit 
jewelry store have distinguished many Chicago 
meetings of the last dozen years. A session on 
Tuesday afternoon, July 29, continues the tradi- 
tion, with Lester Thomas of Findlay, Ohio pre- 
siding. Jay C. Lighterman of Tappin’s, Newark, 
N. J., will moderate a panel discussion in which 
questions will be answered from the floor. Mr. 
Lighterman will discuss “financial control’; 
Oliver R. Brecht of Reliable Stones Corp., Balti- 
more, “merchandise management”; and Leo Weis- 
field of Weisfield’s, Inc., Seattle, “sales promotion 
management.” 

A repetition of last year’s successful “State 
Association Day” should serve further to cement 
the national-state ties of Jewelers’ associations. 
RJA Vice-President Herman Wasserman, of 
Watch Shop Jewelers, Louisville, Ky., will pre- 
side at the third general session, Wednesday, July 
30. Director William M. Wright of Silver 
Springs, Md., will moderate for the panel, which 
so far includes Ben W. Heald, Thiensville, Wis.. 
dynamic executive secretary of the Wisconsin 
RJA, and Herman Hollander of Pittsburgh, ex- 
ecutive secretary of the Pennsylvania RJA. There 
will be door prizes at each session. 

A separate registration desk will be set up for 
jewelers who plan to attend the annual conven- 
tion of the Indiana RJA, which is meeting simul- 
taneously with the national group for the first 
time. James C. Lucas, managing director of the 
Hoosiers, has set Sunday evening, July 27, for 
their get-together. 

These were the planners on the Convention 
and Trade Show Committee: William S. Preston, 
Sr. (chairman), Clarence Olsen, Rudolph J. Ort- 
mann, Lester Thomas, Lewis H. Manning and Sol 
Blickman. 


JEWELERS’ CIRCULAR-KEYSTONE, JULY 1958 








Sell confidence 
SUCCESS STORY | ~ .sell diamonds 


in | C We 


FOUR WORDS: 


"7 
Use 
JC-K 
Want Ads” 





the Gemolite 


There's a classification for every need: TmADENAR® 


SELLS DIAMONDS BY INCREASING ... 


® Help Wanted @ Side Lines © For Sale customer confidence, customer 
satisfaction, store prestige. 


© Situations Wanted © Business Oppor- Show your customer why one diamond is more 
valuable than another. Nothing builds confidence 
tunities @ Watch Work and Repairs faster. The three dimensional view with erect 
image and superb illumination makes it simple 
to show either loose or mounted goods. “A 
Gemolite sale is a closed sale?’ 


Write: JC-K Want-Ads Manufactured and sold by 


Chestnut and 56th Sts. 


Philadelphia 39, Pa. OF AMERICA 
Instrument Division 
DEPT. K7, 11946 SAN VICENTE BLVD. 
LOS ANGELES 49, CALIFORNIA 
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One newspaper ad 


Sells 175 sets of 
Stainless Steel flatware 


says Mr. W. B. White, 


White Bros. Company, New Orleans 


United States Steel Corporation—Pittsburgh 
American Stee! & Wire—Cleveland 

National Tube—Pittsburgh 

Columbia-Geneva Steei—San Francisco 

Tennessee Coal & lron—Fairfield, Alabama 

United States Stee! Supply—Stee! Service Centers 
United States Steel Export Company 


Bd 


“Stainless Steel accounts for 25% of our total flat- 
ware sales,’ says Mr. White, “‘and the volume is 
getting bigger all the time. It’s natural that Stainless 
is so popular—it’s attractive, well styled, reasonably 
priced, and it keeps its elegance without special care. 
But we don’t rely only on the natural attraction of 
Stainless to bring in customers. Every year we run 
four newspaper ads on Stainless flatware and each 
ad moves about 175 sets. 

*“‘We display Stainless in our windows, we keep a 
complete line in wall cases inside the store, and we 
have a special table in the back of the store that 
features several patterns. This table brings traffic 
past all of our other merchandise and we credit it 
with sales in those lines, too.”’ 

Promote Stainless Steel in your store, then watch 
your sales perk up. 


United States Steel 


TRADEMARK 












Table top § fashions 














“Gulli” stemware by Skurfs of Sweden is avail- 







Designed by Vicke Lindstrand in Kosta crystal able in crystal at $13.50 a dozen; in gold smoke 


from Sweden, this “Rooster” cocktail shaker is or blue at $15. Imported and carried in stock by 


Bertson House. Ltd... New York. 


engraved by hand and may retail for $20. From 


Ebeling & Reuss Co., Philadelphia. 







Gadroon border done in gold. The “Eldorado” 






“Arabesque” pattern in Royal Doulton dinner- 






ware has decorative border in powder blue and pattern in Franconia china from Bavaria; 5-piece 







gray against cream-white; 16 pieces for $19.95. setting $13.95 retail; also in platinum. From 


Doulton & Co.. Inc... New York. 





Herman C. Kupper, Inc., New York. 








“Blue Sprays” pattern on English bone china 

Made by the German silversmiths WMF, this is reproduction of a design from the Dr. Wall 

silverplated vase is 10” high. May retail at $26.50; period of Royal Worcester, circa 1770; 5-pe. set- 

tarnish and heat resistant. From Ikora Importers, ting $21.75 retail. Worcester Royal Porcelain Co., 
Inc., New York. New York. 
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the latest DESIGN... and new IDEAS... 





Zg 
seasoned BEST SELLERS... and FOREIGN INFLUENCE 


LaF 


All Lic$ 


complete MARKET COVERAGE... and PROMOTIONAL ITEMS 




















New Youk Gift Chow 


all this at... AUGUST 24-29 
HOTEL NEW YORKER & TRADE SHOW BUILDING 








Sponsored by the National Gift and Art Association, Inc. 
Directed by George F. Little Management, 220 Fifth Ave., N. Y. 1, N. Y. 
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Table-top 





Dramatic new bowl in heavy silverplate is 14” 
long, 6°2” wide, and may be retailed for $22.50 
T. I. Its long handle permits its use as server, too. 


By Reed & Barton, Taunton, Mass. 


Richly hand-cut “Phalsbourg” pattern in Lalique 


crystal; goblet or champagne for $108 a doz.; 
claret for $82.80. Sold through Intercontinental 
Distributors, Inc., New York. 





Baronet china from Bavaria shows blue forget- 
me-nots with brown leaves finished with gold lines: 
5-piece place setting for $9.95. From Fisher, Bruce 


& Co., Philadelphia. 
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Spode bone china cigarette lighter with Evans 





mechanism. In blue, pink or green. Base is 242” 
miniature teapot; retail $15. Stocked by Copeland 


& Thompson, Inc., of New York. 





Georgian ladle in heavy silverplate is 13” long 
and may be retailed at $10; handle has safety 
guard for the bowl edge. Gift boxed. Sold by 
Gerity Gifts, Inc., New York. 





“Williamsburg Potpourri” pattern is an under- 
glaze multicolor print done on the Queen’s shape 
in Queensware; five-piece place setting may be 
retailed at $9.50. Josiah Wedgwood & Sons, Inc.. 


New York. 
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China 
Glass & 


Giftwares 


by MADELINE LOVE 





magazine inserted into our modern vo- 

cabulary, has an aspect of special interest 
to the jeweler. For the jeweler is usually the one 
merchant in town who can start off a new family 
from the engagement ring to the dining table. He 
sells the rings, the gifts to the bridal attendants, 
and the more important wedding presents—the 
silver, china, glass and fine accessories. And he 
can show how these latter can best be brought 
together in a harmonious and attractive table 
setting. 

It is here that “togetherness” rears its charm- 
ing head. The dining room is the one spot where 
the growing family can be assured of meeting two 
or three times a day. Here parents and children 
group around the table, enjoying not only food 
but also cheerful family talk and companionship. 

This, admittedly, is the ideal. It is the way 
families used to be and the happiest and smartest 
way for them to be today. But all too often it 
isn’t so. All sorts of outside distractions are al- 
lowed to interfere with family meals—not the 
least of them, television. Trays on small tables 
in front of the television set do not unite a family. 
They divide it. Not much chit-chat about daily 
affairs can go on while cowboys and Indians are 
riding on a white screen. 

As a matter of fact, one of New York’s largest 
newspapers printed an editorial recently on this 
very idea. Could juvenile delinquency, it won- 
dered, be blamed partially on the lack of family 
get-togetherness at mealtime? Would young peo- 
ple acquire a different outlook on life if they were 
given the outlet of free discussion of their affairs 
over the dinner table? Would they feel more loved 
and secure under such circumstances? The news- 
paper felt the answer too obvious to need stating. 
An attractive dinner table, prepared by a mother 
who really cares both what and how her family 
eats might weight the scales against malicious 
outside influences. 

And now, back to the jeweler. What does he 
have to do with all this? To repeat, he deals in 


OTT saaeeslon Suse the word which McCall’s 
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the wares which make up the well-set table. He 
can awaken or increase interest in such tables by 
various promotional activities, of which the most 
popular are table-setting displays and contests. 
More than that, he can go right into the schools 
with illustrated talks on the subject. Or he can 
invite the teen-agers to his store for direct experi- 
ence in creating settings. 

This has been done many times, of course, but 
the teen-age contests are almost always restricted 
to the girls. Perhaps if the boys were included, 
too, they might be made to feel that pretty things 
for the table are not “sissy”’ but a matter of dual 
ownership and dual use in the home. 

The time may have come to make the serving of 
meals less slap-dash, and more imbued with 
warmth and beauty. 





| gp CHEVALIER, famous Parisian singer, 
stops to look at the exhibit of Haviland 
china at the recent World Trade Fair held at New 


York’s Coliseum. Imported from Limoges, the 
Haviland pieces were shown in three of the firm’s 
newest patterns. 


ILLIAM J. CAREY, president of Doulton & Co., 

Inc., New York, has been elected president 
of the China, Glass and Pottery Association of 
America, Inc. Other officers include Ted Daniels, 
D. Knight Mirrielees, and R. Matsushita, vice 
presidents; Walter Nelson, secretary; and Wil- 
liam Redmond, treasurer. 


Mr. Carey has also been chosen president of the 
board of directors for the newly organized At- 
lantic City China & Glass Show, Inc. This is the 
group which will operate these shows, the first set 
for Jan. 4 to 9 in Convention Hall, Atlantic City. 
The show, which will be a cooperative event, is 
sponsored by the China, Glass and Pottery Asso- 
ciation and will be managed by George F. Little 
Management. Members of the board include rep- 
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Women Prefer Fostoria over 
all other Crystal Brands 


NEW 1958 INDEPENDENT SURVEYS BY LIVING FOR YOUNG HOMEMAKERS AND SEVENTEEN MAGAZINES 


TOP QUALITY 


YOUNG HOMEMAKERS 
SEVENTEEN 


FOSTORIA 








YOUNG HOMEMAKERS 
SEVENTEEN 


FOSTORIA 


HIGH-FASHION STYLING 





7 Not only homemakers, but teen-agers (your customers next ? No other brand is so famous for high-fashion styling — 


year), say Fostoria is the way-out-front quality leader. 


PRICED FAIRLY 


ie 


FOR WHAT YOU GET 


YOUNG HOMEMAKERS 
SEVENTEEN 


FOSTORIA 


29.4 
20.2 
ry. 
j : 
A B Cc 


Some brands rate “too expensive” but see how women 
feel Fostoria prices are justified by its quality. 


26.8 
14.4 
.: 
D 


YOUNG HOMEMAKERS 
SEVENTEEN 


FOSTORIA 





4 


another reason why young moderns prefer Fostoria. 


WIDE VARIETY OF PATTERNS 


| 
sé. ad 
17 i7 2 
J ra , 
Ly 
] 4 
Z.4 
ame 
1U.6 : 
; ; | 
. { 
A B Cc D 


Your customers know Fostoria has a pattern for their 
taste. Be sure you keep the best sellers in stock. 





...Replace slow movers with Wanted Fostoria 


Why let slow crystal patterns rob 
you of sales and costly. display 
space? Not when Fostoria has 
the crystal patterns most wanted 
by today’s young moderns. Inde- 
pendent studies by Living for 
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Young Homemakers and Seven- 
teen prove Fostoria is the first 
choice of young homemakers and 
the brides of tomorrow. Are you 
stocking the patterns that sell 
best? Talk it over with your 


representative or write, Fostoria 
Glass Co., Moundsville, W. Va. 


FINE CRYSTAL WITH FASHION FLAIR... 


frostoria 
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SPECIAL OFFER No. 2 


This Special Offer comprises 3 of our No. 33 box assortments 
PLUS our No. 66 assortment described in our 1958 catalog, and 
offered here at WAY BELOW CATALOG PRICES to save you 
real money. Actually 234 beautiful fancy SET UP boxes, 
your choice of colors . . . Silver White, White Modern, Cop- 
pertone, Paisley, or Ivory Enamel. 


24 each — 5x5x3; 6%x6%x3M; 7x7x4 
6 each — 8x8x4%4; 8% x8%x5; 9x9x5%; 3x3x3; 
4x4x4; 5x5x5; 6x6x6; 7x7x7; 8x8x8; 
lix7%xv7; 12x8%x7%; 12%x9x8 
9 each — 10x10x6%; llxllx7; 12x12x8 
15 each — 7x5x3%; 9x6x5; 10x7x6 
2 each — 8x6x1l'%; 10x8x1l%4; 12x9x2%; 74@x7TKxlhK, 
10% x1l0%x1%; 12xl2x2% 
1 each — 14x11%x2; 15% x12%x2%; 19%x12%x2%M; 
144x14x2; 16x16x2%; 18xl18x2% 


Ideal sizes for Ash Trays, Toys, Cigarette Cases, Trays, Favors, Salt & Pep- 
per Shakers, Smoking Sets, Small Lamps, Platters, Glassware, Cocktail Sets, 
Bowls, Clocks, Vases, Casseroles, Plates, Fruit Bowls, Crockery, Bookends, 


Ice Tea Sets, Novelties, Purses, Flower Holders, Candy Jars, Linens, etc. 


USE ORDER COUPON BELOW 


PICTORIAL PAPER PACKAGE CORP. 


232 SO. LAKE ST. AURORA, ILL. 
15116 MERCHANDISE MART CHICAGO, 


Piease ship your SPECIAL OFFER No. 2 as advertised 
totaling 234 assorted gift boxes (Regularly $58.50) for only $55.00. 


COLOR: ( ) Silver White. ( ) White Embossed. ( ) Coppertone. 


| 

| 

i 

| ( ) Paisley. ( ) Ivory Enamel. 
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CHINA, GLASS & GIFTWARES (from page 90) 


resentatives from both the wholesale and retail 
ends of the business as well as two representa- 
tives from the Little organization. Also on the 
board is a member of the Melamine Council, 
which has officially endorsed the show. 

Another official endorsement of the show has 
been given by the Fine China Guild, which in- 
cludes Lenox, Syracuse, Franciscan, Castleton, 
Haviland, and Flintridge chinas. The Guild made 
the endorsement at its recent meeting in Las 
Vegas, when Thomas W. Hogan, president of 
Flintridge, was elected president of the group. 


HE ASSOCIATED Glass and Pottery Manufac- 

turers, which stages the show at the Penn 
Sheraton Hotel in Pittsburgh under the direction 
of John M. Hammer, has unanimously voted to 
hold its 80th event next Jan. 7 to 14. Exhibitors 
here will include domestic earthenware and glass- 
ware manufacturers. And for the first time in 
many years, the association has invited importers 
and melamine manufacturers to participate. 

The other two china and glass shows usually 
held in Pittsburgh each January have been can- 
celled—the Keystone Show held at the Fort Pitt 
Hotel and the Carlton China and Glass Show held 
at the Carlton House. Samuel Sabin, director of 
the Carlton House show, has become a member 
of the board of the Atlantic City show and his 
firm will participate there. 


ae 





James F. Wilson Carl J. Kjorlien 


ARL J. KJORLIEN, vice president in charge of 
‘he sales for Lenox china, dinnerware and gift- 
ware, has been elected executive vice president of 
Lenox Plastics, Inc., of St. Louis, and Lenox 
Plastics of Puerto Rico, Inc. Lenox makes mela- 
mine dinnerware in both factories, and Mr. Kjor- 
lien will make his home in St. Louis. 

Taking his place in the china end of the busi- 
ness is James F. Wilson, appointed general sales 
manager. He was formerly eastern regional sales 
manager for the Bigelow Carpet Co. Announce- 
ment of the appointments was made by John M. 
Tassie, executive vice president of Lenox, Inc., 
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parent company of the two wholly-owned sub- 
sidiaries. 


ONG-RANGE PLANS for shortening the two-week 
market period of the Chicago Gift Show, held 
each February, have been made by the Eastern 
Manufacturers and Importers Exhibit, Inc., which 
conducts the show. Beginning in 1961, it will open 
on a Sunday and close the following Friday after- 
noon. If the Palmer House and LaSalle Hotel 
are able to book other events, the change will be 
made in 1960 or earlier. The August market at 
Chicago will continue to run for two full weeks. 


Fagg WELL-KNOWN NAME which will soon 
appear on melamine dinnerware is Oneida. 
Miles E. Robertson, president and board chairman 
of Oneida Silversmiths, has announced that the 
factory is now developing plans for such action. 
Exhaustive market studies have been made and 
specifications are now being prepared for the ma- 
chinery, tools and dies. The move is a part of the 
firm’s diversification program and will not affect 
the continued production of sterling, silverplate 
and stainless ware. 
{ 
f ideo wertens PATTERNS of Spode bone china, 
earthenware, and Lowestoft ware are illus- 
trated in full color in an unusual folder which 
has just been issued by the importers, Copeland 
& Thompson, Inc., New York. Only 314 in. x 6 in. 
in size, the piece opens into a sheet 21 in. x 12 in., 
large enough to show and describe the entire 
group. 


R. SAID, vice president of Gladding, McBean 
e & Co., of Los Angeles, has announced the 
distinguishing names of its various lines of din- 
nerware. All of the lines will carry the Francis- 
can trademark but each will be identified with a 
name which describes its individual character. 
They include: Masterpiece China (formerly called 
Fine China); Family China, and Earthenware, 
all of them made at the California factory; Cos- 
mopolitan China, with white body and simple 
styling, and Whitestone Ware, a stoneware body 
with a china-like quality, both of them to be made 
for Gladding, McBean in Japan. These five lines, 
all of which will be on the market within the next 
18 months, will enable the company to give a wide 
coverage of the dinnerware field. 


B opens R. PLUCHINA, vice president in charge of 
sales for Gilbeyglasses, Ltd., Swedish crystal 
drinkware, has announced the appointment of the 
Vincent Lippe Corp., of New York, as exclusive 
national distributors. The ware will be handled 
through the Lippe distribution points in New 
York, Chicago, Dallas and Los Angeles. Zag 
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Presents * ¢« ° 


The classic beauty of history's most important period in art, the 


THE FINE ENGLISH 


DINNERWARE 





Coffee Pot in Fleur de Lis 


Fleur de Lis 
Brown or Blue 





in Earthenware 


Fleur de Lis 
Gray with 

Platinum edge 
in Bone China 


The extra pieces that Spode makes mean extra 
sales to every one of your Spode customers. 


Copeland & Thompson, Inc. 


206 Fifth Avenue, New York 10, New York 


IN STOCK IN NEW YORK 
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FRANCONIA CHINA 


One of Europe's Finest 


“TOSCANA” 


Italian Renaissance, is adapted to contemporary living with ‘Toscana’ 
. medallions, rhythmic scrolls and olive branches in Turquoise Blue 


and pastel Olive on a wide rim shape in pure white, translucent 


porcelain banded with Gold. 5-pc. place setting with 10!/2"" dinner 


plate: $13.95 Retail (slightly higher South & West). 


© AT THE N.Y. GIFT SHOW — Trade Show Bidg., Rm. 642 — Aug. 24-29 


HERMAN C. KUPPER, INC. 


39-41 West 23rd Street New York 10, N. Y. 
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A Supreme Expression of 
Prestige and Quality 


ere's no finer box for your products! 
he Silver and White combination 
- ery gitt and adds to your 
jentification. Remember ae 
1 complete package line— 
every size for every need! 


BUY EARLY—BUY RIGHT— 
BUY LINDLEY Silver Supreme 
for the coming Holiday Season. 


“See the complete Lindley 
Line at all major shows." 


“OVER HALF A CENTURY 
OF UNSURPASSED 
QUALITY AND SERVICE.” 


BOX and PAPER, 1748 W. 2nd St., Marion, Indiana 
Division Federal Paper Board Company, Inc. 
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This FREE counter display in 
color tells your customers the 


many advantages of 
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SELF-LUBRICATING MAINSPRINGS 





* 





measverenanve It helps your 
Moate® AX repair business. 






MAINSPRING | 
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foreseh 
Oe ca at con or corvelt you get 
ever needs OE 
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You give 


more. 


% % W Nivastar Mainsprings are sold only through watch 
material supply houses. Display card can be secured just by 
sending one Nivastar envelope to 2 


HAMMEL, RIGLANDER & CO., INC. 


Box 100, Madison Square Sta., New York 10, N. Y 
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. SSORIES « LEATHER NOVELTIES 






LUGGAGE + TRUNKS - BRIEF CASES - PERSON AL LEATHER GOODS - HANDBAGS 
3 —_ | 





coe what ¢ NEW...all that’s NEW 


HUNDREDS OF FASCINATING EXHIBITS 


x, GOING PLACES 


f 
DG ® with AMERICA 


Sponsored & Managed by 
LUGGAGE and LEATHER GOODS MANUFACTURERS of AMERICA, Inc. 
220 Fifth Avenue * New York 1, N.Y. 


Jack Citronbaum — Executive Vice President 
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STERLING SILVERSMITHS PLAN HEAVY RADIO ADVERTISING THIS SUMMER. The Sterling Silver- 
Smiths of America estimates that its complete Summer broadcast schedule will 
register 272 million impressions. Campaign begins July 5. Emphasis in 
the 10-second dramatized messages will be on the "Sterling Is for Now--for You" 
theme, will aim at pre-bridal, bridal, "Recent Middle Class" girls and women. 


RECESSION EFFECTS: FEWER MARRIAGES, FEWER BIRTHS. Marriages for the first quarter of 
1957 were 10.2 per cent less than those in the same three months of 1957. 
This is the tenth consecutive month of dwindling marriage rates. The birth 
rate is also beginning to show a dip. These, Says the Population Reference 
Bureau, a private organization, are the results of the recession. 


SWISS WATCH SALES TO THE U. S. DROPPED 27.9 PER CENT during the first three months 
of 1958, compared with first-quarter '57 figures. U. S., biggest customer 
of the Swiss industry, bought only $11,723,509 worth of watches there in 
the first three months of this year (as compared with $16,260,000 in '57). 
This reduced the industry's share of Swiss exports from 17.3 to 15.5 per cent. 


MOST RETAILERS BELIEVE 1958 SALES WILL EQUAL OR EXCEED 1957 LEVELS, according to a 
Survey just completed by the National Retail Merchants Association. Of the 
500 department, chain and specialty stores covered in the survey: 2l per 
cent felt 1958 sales would equal '57 levels; 42 per cent felt '58 sales would 
exceed those in '57. What's more 39 per cent predicted ‘58 profits would 
better ‘57's. 


RETAILERS LOOK FOR A SECOND-HALF SALES UPTURN, the NRMA examination shows. 
Few expected any volume gain in the first half; however, 37 per cent believe 
Sales will rise in the third quarter, 49 per cent look for a fourth-quarter 
rise. Same expectation applies to profits (a predicted 4 per cent gain in '58). 


ONEIDA'S NEW PRICE AND DISTRIBUTION POLICY for silverplate is based on theory, 
"self-respect starts at home." Company promises to confine sale of inactive 
patterns to off-seasons (January-February, July-August) and to eliminate 
50-off promotions. New program also guarantees catalog prices through 
Christmas; trims number of wholesalers of its fair-traded merchandise, and 
pledges continued support for Fair Trade. 





SUNBEAM ENTERS THE ELECTRIC CLOCK FIELD. After two years of research, engineering 
and development, the big Chicago appliance firm is introducing 36 models of 
electric clocks for home, office and industrial use. They will be available 
to stores across the nation in August. 


THE COMING POSTAL RATE INCREASES=--TOUGH ON BUSINESSMEN: The higher postal rates are 
due to take effect in three stages; the first two, on Aug. 1 and Jan. l, will 
be the largest. Possible results of the extra $550 million-a-year burden, 
most of which will be borne by the largest mails users: ad rates of mail-cir- 
culated newSpapers may increase, cost of some products may rise. 


PROVISIONS OF THE NEW RATES: First class mail, up from the present 5 to 4 
cents: air mail, up from 6 to 7 cents; post cards, up from 2 to 3 cents (all 
on Aug. 1). Ordinary third class mail, arise from 2 cents for the first ounce 
and 1 cent for each additional, to 3 cents and 1.5 cents respectively; bulk mail, 
up from 14 to 16 cents a pound. All third class rates will go up Jan l. 





"WATCH PARADE TIME" IS SET FOR OCT. 6-18. The annual trade-wide promotion by the watch- 
makers of Switzerland, now in its 10th consecutive year, will provide strong 
tie-in support for jewelers, all free, including a motion window display 
piece, ad mats, other aids. Campaign will stress jeweled-lever quality. 
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NWJA calls for more salesmanship; 
supports new Fair Trade proposals 


The need for enthusiastic selling 
all down the line—by manufactur- 
ers, wholesalers and retail jewel- 
ers—was the recession-fighting 
theme of the 5lst annual conven- 
tion of the National Wholesale 
Jewelers Association in Atlantic 
City June 4-6. 

How to protect retail jewelers 
from cut-throat discount house 
competition was the other stand- 
out topic. With such a program, 
though the sun shown bright on 
the boardwalk, no manufacturer 
or wholesaler was out long enough 
to suffer from sunburn. 

Opening the first session, Sec- 
retary Thomas A. Fernley Jr. said 
that membership stands at 208, 
thanks to the addition of eight 
new wholesale members and nine 
new manufacturer members, in- 
cluding the Gorham Co. “Whole- 
salers will never disappear as long 
as independent retailers serve the 
consumer in all parts of the coun- 
try,” he predicted. “Producers 
are not going to be able to sel! 
their products without the large 
as well as the smal! retailer mak- 
ing them available.” 


Away with the dead-wood 


President Theodore Gorenflo 
Jr., of the Gorenflo Co., Detroit, 
had several good words to say for 
the recession: “It has been a con- 
stant reminder that the founda- 
tions of our industry should be 
made strong enough to withstand 
the ups and downs of business 
conditions. To this end, the pres- 
ent recession has forced each of 
us to take stock of our respective 
companies by streamlining costs 
of operation, becoming more effi- 
cient, eliminating dead-wood and 
above all making us more alert to 
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THE PRETTIED PAGE: Dar- 
lene Coats, one of the “Queen 
Pages” on the TV show “Queen 
for a Day,” sports the 1‘ carat 
Chatham cultured emerald ring 
that was won by a recent show 
participant. Winner also got a 
two-week trip to the Emerald 


Isle. 


wide-awake merchandising 
schemes.” 

Discount houses, he said, are 
less worrisome because (1) the 
consumer is getting tired of shady 
deals and the discount symbol is 
becoming meaningless and (2) the 
legitimate retailer has awakened 
to the fact that he can’t use the 
age-old 100 per cent mark-up. “So 
he has priced his merchandise to 
go for volume. This brings his 
prices close to the discount house, 
which has been forced to raise its 
prices or go broke.” 

The discounter will ultimately 





become a highly aggressive mer- 
chant demanding the same prices 
and offering the same services as 
the legitimate retailer, Mr. Goren- 
flo predicted. “With some manu- 
facturers eliminating suggested 
retail prices on their products, the 
word discount will gradually dis- 
appear. You can’t give a discount 
if you do not have a price to dis- 
count from.” 


Too much, toe soon 


Sober words about “The Cur- 
rent Outlook” came from James 
J. Mickley of the Girard Trust 
Corn Exchange Bank, Philadel- 
phia. The recession resulted when 
too many new plants, anticipating 
the predicted population boom, 
began producing for millions yet 
unborn. Meanwhile people shifted 
their spending from durable 
goods. “The recession is with us, 
and there are no signs of real re- 
covery in evidence,” he said, add- 
ing this comfort for jewelers: 

“The sheath has taken on and, 
because of its plain design, will 
require new lines of costume 
jewelry. As for luxury lines, they 
have not been hurt by the reces- 
sion. Unemployment is largely at 
the factory level, and white collar 
and higher income groups have 
been little affected.” 

The next speaker, Wade G. Mc- 
Cargo of Richmond, a past presi- 
dent of the National Retail Mer- 
chants Association, turned back 
to the price-cutting theme. “When 
stocks started backing up, some 
manufacturers looked around for 
somebody to blame,” said he. “The 
only persons they could find were 
the wholesale distributor and the 
retailer. At the same time they 
started playing ‘footsy’ with the 
discount house. This jungle com- 
petition has been disastrous... 
many retailers are trying to see 
who can tell the biggest lie. ... 

“Wise businessmen are saying 
to the selfish minority of manu- 
facturers who have been stabbing 
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them in the back: ‘If you are not 
willing to have your line pay its 
just share of our cost of doing 
business, plus a reasonable profit, 
take your line to the predatory 
price-cutter and see how he will 
handle it after the legitimate re- 
tailer and wholesaler refuse to 
keep a cloak of respectability on 
— 

Arnold A. Schiffman, Greens- 
boro, N. C.—the only retail jew- 
eler in the hotel—refrained from 
joining the controversy. Speaking 
as president of the Retail Jewelers 
of America, Inc., he said that 
RJA now has 28 state affiliates 
and 3500 members; will have 5000 
by year’s end and 10,000 within 
two years. RJA, which sponsors 
three trade shows this year, may 
hold six regional shows someday, 
he added. Meanwhile, he said, 
wholesalers’ salesmen should urge 
their customers to join RJA and 
the state associations. 


Members’ Viewpoints 


Lively forums provoked free 
discussion of the need for selling 
and for price stability, on Thurs- 
day and Friday mornings, June 5 
and 6. Frank J. Heyne of Heyne 
& Groves, Inc., Toledo, and Mel- 
vin S. Cohen of A. Cohen & Sons 
Corp., New York, were modera- 
tors. Here were some of the atti- 
tudes expressed on various sub- 
jects by various members: 

Market forecasts. “If you hit 50 
per cent of your predictions, 
you're doing well. Each of us gets 
only 1/1000 of 1 per cent of the 
market. It’s different with the 
automobile industry, which ac- 
counts for so big a share of the 
consumer dollar. With us a couple 
of eager-beaver salesmen can up- 
set all forecasts.” 

Salesmanship. “The weakest 
link is the training of sales peo- 
ple, wholesale and retail.” 

“The wholesaler’s salesman’s 
job doesn’t stop when he gets the 
order signed; he has responsibil- 
ity to follow through. Not only to 
sell merchandise but to show the 
retailer how to sell it.” 

“The people who have enthu- 
siasm are the ones that get the 
business. Negativism radiates no 
business.” 

Brokers. “Do manufacturers 
condone the brokerage business? 
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Companies that handle merchan- 
dise at 5 or 6 per cent? There is 
plenty of this in the hard goods 
field. They can operate with low 
overhead since they have no sales 
or travel costs.” 

“Five above is a lot of profit for 
the broker with no salesmen or 
overhead. That’s where the trouble 
Ny 
Competition. “We can maintain 
prices within reason, but we be- 
lieve there should be close scru- 
tiny of direct accounts to be sure 
that merchandise is not going be- 
hind our backs to illegitimate 
outlets. The stamp houses are in 
direct competition with wholesal- 
ers who are expected to go out and 
distribute products with enthusi- 
asm.” 

A manufacturer’s viewpoint (ex- 
pressed by Miles E. Robertson, 
president of Oneida, Ltd.): “If 
every wholesaler who paid lip ser- 
vice to profit would always sell at 
manufacturer’s prices! We don’t 
sell to discount houses, yet they 
get our goods. One wholesaler on 
the East Side was selling silver at 
$1 or 50¢ a set over his cost. Price 
control is in your hands.... 

“The wholesaler can distinguish 
between ‘serve’ and ‘sell.’ As long 
as a wholesaler remains content 
with merely serving, we are un- 
happy. When he sells, we're 
happy. Our discount is 40 per 
cent and 25 per cent, and the lat- 
ter is for selling, not for serv- 
ae 

“IT wish that wholesale jewelers 
would divide their merchandise 
into Group A and Group B. Group 
A would be those lines which mea- 
sure up to a yardstick: well ad- 
vertised, consumer’ acceptance, 
well designed, well priced, intrin- 
sic qualities, and a complete pro- 
gram of dealer helps. All lines 
that did not measure up would go 
into the B Group. And then do 
something with the A Group. 

“This is not a country for cheap 
goods, in spite of the recent trend 
towards low-priced, job-lot mer- 
chandise. The jeweler must be a 
gift-counselor, properly equipped 
with merchandise of gift-quality. 
What the manufacturer can hope 
for from wholesalers is more sell- 
ing effort—if his line measures 
up.” 

Other speakers were Harrison 


L. Todd of Camden, N. J. (“Selling 
in Today’s Market”) and Millard 
C. Faught, of the Faught Co., New 
York (“Where Do Little Jobs Come 
From?’’). 


Make Fair Trade fair 


A resolution favoring Fair 
Trade legislation was worked out 
on the final day. It said that “re- 
tail jewelers throughout the coun- 
try are most anxious to attain 
stable and equitable market con- 
ditions leading to profitabie busi- 
ness and good customer relations.” 
It declared that “wholesalers of 
jewelry and allied products desire 
to support retailers in this inter- 
est.” 

Fair Trade legislation wouid be 
a major step toward those ends, 
the resolution went on, if it en- 
forced nationwide resale prices 
and received full and complete 
cooperation from the manufac- 
turers. Therefore, NWJA went on 
record as endorsing “such Fair 
Trade legislation which would be 
of material and real benefit to the 
retailer.” 

Other resolutions called for re- 
peal of the Federal excise tax on 
jewelry; and urged manufactur- 
ers to strengthen their ties with 
wholesalers. 


New Officers 


Frank J. Heyne, of Heyne & 
Groves, Inc., Toledo, was elected 
president. Vice-presidents for the 
coming year are: E. Reynolds But- 
ler of E. W. Reynolds Co., Los An- 
geles; Melvin S. Cohen of A. 
Cohen & Sons Corp., New York 
(both re-elected) and William H. 
Ficken of A. H. Ficken Co., Cleve- 
land. F. Clarke Bechtel of Joseph 
B. Bechtel & Co., Inc., Philadel- 
phia, continues as treasurer. Mem- 
bers of the executive committee 
are Arthur Allen of Morgan & Al- 
len Co., San Francisco; Webb C. 
Ball II of The Ball Co., Chicago; 
Harry E. Cotrill of S. H. Clausin 
& Co., Inc., Minneapolis; John A. 
Goll of Baldwin-Miller Co., In- 
dianapolis; John Hallett of Hal- 
lett Bros. Co., Lincoln, Nebr.; 
James H. Hetzel of Eisenstadt 
Mfg. Co., St. Louis; Arch M. Lyles 
of Lyles-Van-De Grazier Co., Dal- 
las, and Moe Levine of The S8-K-L 
Co., New York. 
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Retailer not tax-exempt in Gellman-type 
sales, IRS rules; JITC fights decision 


On May 21, the Internal Reve- 
nue Service dropped the bomb: 
jewelry retailers, IRS ruled, must 
pay the 10 per cent excise tax on 
items sold for use as prizes, 
awards and the like—but whole- 
salers and manufacturers making 
the same kind of sales need not 
pay the tax. 

This was the most devastating 
in the chain of events since Na- 
than Gellman, a Minnesota whole- 
saler, went to court to find out 
whether he had to pay the 10 per 
cent excise on items sold to 
groups for use as prizes, awards, 
etc. A U. S. Appeals Court fi- 
nally decided he did not have to 
pay. Later, in the parallel Torti 
case, a second court also ruled in 
favor of tax exemption for award- 
type sales. This was when IRS 
reluctantly agreed to accept the 
Gellman decision as _ precedent, 
and set retailers to wondering: 
Are our Gellman-type sales also 
tax-exempt? Or is it just whole- 
salers’ sales, since Gellman and 
Torti were wholesalers? 

Now the question has been an- 
swered. “Rank discrimination!” 
cries the Jewelry Industry Tax 
Committee. “This ruling is com- 
pletely capricious and arbitrary. 
Every effort will be made to have 
it rescinded or changed by legis- 
lation, if necessary.” 


It’s the sale, not the seller 


First JITC move was the filing 
of a brief June 5 with the Service, 
arguing that the ruling of May 
21 “makes an unwarranted dis- 
tinction between wholesalers and 
manufacturers on the one hand 
and retailers on the other, a dis- 
tinction which cannot be justified 
under the law or under elemen- 
tary principles of equity.” 

“It is the plain import of both 
the Gellman and the Torti deci- 
sions that it is the character and 
purpose of the sale rather than 
the type of seller which renders 
them not subject to the federal 
retail excise tax,” the _ brief 
argued. 

The court exempted sales of the 
merchandise to clubs, business 
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groups, and manufacturers, JITC 
said, “because of the motives of 
the customer in making his pur- 
chases, and the use to which the 
acquired goods were put.” 

JITC also contended that the 
ruling freeing wholesalers from 
the tax on such sales, but retain- 
ing the tax when the sales are 
made by retailers, “would effec- 
tively deprive them (retailers) of 
any possibility of continuing to 
compete for this market.” The 
Gellman and Torti rulings “must 
be applied to all who make such 
sales—retailers as well as whole- 
salers and manufacturers.” 

The JITC brief was presented 
during a conference of business- 
men and IRS officials by Bernard 
N. Burnstine, JITC executive vice 
chairman, and Philip E. Hoffman, 
counsel to the Committee. Others 
present at the closed-door meet- 
ing were Justin Winkle, assistant 
commissioner; members of the 
staff of the IRS Chief Counsel’s 
office and the excise tax rulings 
division; and spokesmen for the 
National Retail Merchants Asso- 
ciation, the American Retail Fed- 
eration, the National Luggage 
Dealers Association, and Sears 
Roebuck and Co. 

NRMA’s brief, the only other 
presented, also argued that the 
Gellman and Torti cases revolved 
around the use to which the mer- 
chandise was put, and not the 
character of the seller. It also 
contended that “the retail indus- 
try will suffer an almost complete 
loss of sales in bulk heretofore 
made to clubs, churches and in- 
dustrial organizations” if the rul- 
ing is allowed to stand. 


Congress knows best 


NRMA also pointed out that 
when the excises were imposed 
during World War II, the Con- 
gress said: 

“It is of the utmost importance 
that the [excise] tax be imposed 
and administered uniformly and 
without discrimination. Each 
member of a competitive group 
must pay upon substantially the 
same basis as all his competitors, 


even though his sales methods 
may differ.” 

The IRS ruling puts retailers at 
a decided competitive disadvan- 
tage, JITC argues, both with 
wholesalers and with manufactur- 
ers, who will have a 10 per cent 
advantage at the outset of com- 
petitive bidding (IRS has advised 
the Manufacturing Jewelers and 
Silversmiths of America that man- 
ufacturers not also engaged in re- 
tailing can claim tax exemption on 
Gellman-type sales. IRS has not 
clarified the tax status of whole- 
saler-retailers or manufacturer- 
retailers.) 


Priming the weapons 


JITC feels optimistic about the 
chances for a reversal of the IRS 
ruling. It says officials listened 
“intently” at the hearing, prom- 
ised a considered decision this 
month. 

If IRS does not change its mind, 
however, JITC plans an immediate 
test case, to air the matter in the 
courts. It will also push for legis- 
lation in Congress. 

Jewelers, meanwhile, are being 
advised by the Retail Jewelers of 
America, Inc., to continue to col- 
lect and pay the tax, but under 
protest, and with a claim for re- 
fund. All refund claims should 
be filed on form 843, available at 
offices of Internal Revenue district 
directors. 


~_— ---- = 


Hopes for excise cuts 
wane, Congress may 
help small business 


Jewelers are in the impossible 
situation of not wanting the reces- 
sion to continue, but of not quite 
wanting it to end just yet, either. 

And they have good cause for 
those sharply contradictory emo- 
tions: each new sign of a business 
upswing chops away at their 
chances of any Congressional cuts 
in the 10 per cent jewelry retail 
excise tax. Said one tax partisan, 
when asked when he thought taxes 
should be cut: “60 days ago.” 

Further compounding Congress’ 
reluctance to do any tax-cutting is 
the anticipated huge deficit in the 
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Federal budget for this year and 
next (tax experts predict a $3.9 
billion deficit this year, $11 to $13 
billion in 1959). 

Last month, both the House and 
the Senate voted a one-year exten- 
sion of corporate and manufactur- 
ers’ excise tax rates, which were 
due to drop at the end of the month, 
including excises on liquor, ciga- 
rettes, autos and auto parts. (There 
are no expiration dates on the jew- 
elry and other retail excise taxes.) 
The extension bill will save the 
Treasury an estimated $2.5 billion. 

“Even though our hopes have 
diminished somewhat in view of 
the budget situation and the more 
optimistic business outlook,” says 
Bernard N. Burnstine, executive 
vice-chairman of the Jewelry In- 
dustry Tax Committee, “there is 
still the possibility that our excise 
could be cut, especially if business 
conditions worsen.” 

Burnstine reports that jewelers 
have secured firm commitments 
from most of the members of the 
tax-writing House Ways and Means 
Committee that jewelry excise re- 
ductions will definitely be consid- 
ered if a general excise measure is 
drafted later this year. JITC still 
urges jewelers to keep writing the 
Congressmen, says that all such ef- 
forts are cumulative and important. 
Congress will probably not adjourn 
until mid-August. 

Meanwhile, the House Ways and 
Means Committee is currently 
working on a proposal to let small 











business taxpayers depreciate in 
one year a small part of their in- 
vestment in new equipment, ma- 
chinery and other assets. Just how 
much of the purchases would be 
permitted as tax deductible, how- 
ever, has not yet been decided. 


Sunbeam drops 
some distributors 
in new policy move 


The tumult in the household 
appliance marketplace since the 
collapse of Fair Trade, which has 
forced many dealers to drop or 
cut back their lines, has prompted 
Sunbeam Corp. to reduce its num- 
ber of wholesale distributors. 

On June 16, the large Chicago 
appliance maker announced that 
it notified a “substantial” number 
of its distributors that they were 
no longer a part of the firm’s mar- 
keting system. At the same time, 
the remaining distributors were 
presented with a formal, policy- 
stating Sunbeam Wholesale Dis- 
tributor Agreement. Purpose of 
the Agreement is to outline in de- 
tail the “functions that the dis- 
tributor is expected to perform 
for Sunbeam Corp.” 

The cut-back in number of 
distributors, says Sunbeam vice- 
president and general sales man- 
ager C. C. Mendler, became neces- 





WHERE SOUND IS GOLDEN: Ben A. Lipshy, center, president of Zale Jewelry 
Co’s. Texoma Wholesale Jewelers subsidiary in Dallas, Tex., receives a gold 
replica of General Electric’s five-millionth clock radio, for top performance in 


radio sales in 1957 in the Southwest. 


GE Radio Receiver Division executives 


William P. Von Behren, left, and S. M. Fassler make the presentation, called the 


Sales Taskmaster Award. 
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sary after the fair trade crisis 
“forced us to recognize the hard 
fact that there are too many Sun- 
beam distributors in proportion to 
the number of active dealers.” 

“It is important,” Mendler said, 
“that the distributors who con- 
tinue to handle Sunbeam are in 
accord with the basic Sunbeam 
policies and know what we are 
trying to accomplish. The new 
Agreement clearly spells out such 
policies and aims. This new pro- 
gram is a positive step toward re- 
constructing and reinforcing a 
sound, worthwhile profitable dis- 
tributing structure.” 

The Agreement makes no men- 
tion of any new attempt at price 
maintenance by Sunbeam; no 
price agreements accompanied the 
Distributor Agreement when it 
was mailed to distributors. 


Dealers deserve profits 


It is possible, however, that this 
tightening of control over its 
whole marketing system could be 
Sunbeam’s first step toward a new 
approach to price-fixing. Said 
Mendler last February in an- 
nouncing that Sunbeam could no 
longer afford to maintain its fair 
trade program: “The basic reason 
Sunbeam has fought for fair trade 
for so many years is because we 
feel strongly that our distributors 
and dealers are entitled to a rea- 
sonable profit. Nothing that has 
happened in the last few days has 
changed that feeling one iota.” 

Mendler also said in February 
that Sunbeam had been for some 
months testing plans “that we 
hope may assure reasonable prof- 
its for our distributors and deal- 
ers. Out of these tests, we hope, 
may come a far better plan than 
the fair trade program as it ex- 
isted in recent months.” 


U. S. Chamber wants general 
excise tax, federal sales tax 


The answer to the government’s 
revenue problems is a _ national 
sales tax on everything except 
food, clothing, and rent, the U. S. 
Chamber of Commerce says. 

The Chamber closed its annual 
meeting in Washington recently by 
adopting a long list of policy decla- 
rations, including one calling for a 
national sales tax. 


99 





GE sets minimum prices on blanket line; 
retailers see move as price-fix ‘test’ 


The firm that led the way last 
February to mass manufacturer 
abandonment of “fair trade” may 
be testing the workability of a 
new approach to price-fixing of its 
products, 

General Electric Co. announced 
last month it would seil its most 
expensive electric blanket line, the 
Southport, directly to a carefully- 
selected group of retail] stores, for 
resale at factory-fixed prices. Any 
sale of the blanket by the retailer 
at less than the minimum set price, 
GE warned, would result in imme- 
diate cut-off of supply. 

Most of the limited outlets will 
be department stores, in all but 
seven states and the District of 
Columbia (where laws do not per- 
mit price fixing). GE feels the de- 
partment stores will do a better 
sales job than the smaller appliance 
and other stores, many of which 
handle the firm’s cheaper blanket 
lines. 


Different approach 


Key retailers throughout the 
country, who have long been GE 
dealers, were quick to interpret 
the price-fixed blanket action as 
heralding a new approach to price 
stability in the appliance field. 
The firm is a declared believer in 
principles of fair trade, spent be- 
tween $500,000 and $1 million an- 
nually in a losing battle to enforce 
the state laws before dropping its 
contracts last February. “We can 


Twenty-Four Karat Club’s spring outing draws record crowd 


GONE FISHIN’: A day in the country proved uniquely in- 
viting this year for members of the Twenty-Four Karat 
Club of New York: a record 105 members and guests, 
many of them in the younger Club set, turned out June 
11 at the New York Athletic Club on Travers Island, 
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no longer protect our price struc- 
ture in the manner originally con- 
templated by the laws,” GE ex- 
plained at that time. “But this 
does not mean that we have aban- 
doned our belief in the principles 
of fair trade. We are convinced 
of their merit.” 

No sooner had GE announced 
its decision than the whole fair 
trade system began to collapse: 
Sunbeam immediately followed 
suit, “due to competitive action.” 
The list snowballed: the Toast- 
master division of McGraw Edi- 
son, Ronson Corp.’s shaver and 
lighter divisions, two lines of 
International Silver Co., others. 
Price wars whipped up Coast-to- 
Coast, cut deeply into many small 
appliance dealers. 


The need to show 


Now GE, obviously well-aware 
of the dangers of the present 
helter-skelter price-cutting situa- 
tion, apparently wants a workable 
method of price protection. If the 
blanket plan works, many trade 
sources feel, GE may set up a 
similar program for other appli- 
ances. 

Other recent fair trade develop- 
ments: 

@ @ Interest in federal legisla- 
tion is rising in Congress. Senator 
Humphrey (D., Minn.) is sponsor- 
ing a bill identical to the Harris 
Bill already in the House. Both 
measures would let manufacturers 





control prices of their products 
throughout the country under the 
trademark laws. Neither is likely 
to become law this year, legisla- 
tors say. ' 
@ @ To date, 13 states have in- 
validated the non-signer clause of 
their Fair Trade acts. (This 
clause provides that a producer 
contract with only one distributor 
in a state binds all distributors in 
the state.) 

@ @ In May, the Arizona Su- 
preme Court held that state’s Fair 
Trade act binding on both signers 
and non-signers of contracts. 

@ @ Virginia, long without any 
system, put its own Fair Trade act 
into effect June 27. Manufacturers 
of trademarked items can _ set 
prices by mail or by attachment to 
an item; if the dealer accepts the 
item, he is bound to the “con- 
tract.”” Other terms: original buyer 
may not sell an item to another 
dealer at less than the set price, 
and must require such dealer to 
resell the item at the set price. 





RJA lines up speakers, 
fills up exhibit space 
for New York show 


The first New York convention 
and show of the recently united re- 
tail jewelry industry makes Aug. 
10-14 a “must” date at the Waldorf- 
Astoria for all jewelers—cash and 
installment. 

The Retail Jewelers of America, 
Inc., fused last year by the Nation- 
al Jewelers Association (mostly in- 
stallment jewelers) and the Ameri- 
can National Retail Jewelers Asso- 
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Pelham, N. Y. for the annual outing. Activity included 
golf, horseshoe-pitching, baseball, a shore dinner, bingo. 
The outing committee: Max Jacoby, chairman; Carl van 
Dam, co-chairman; and Stanley E. Church, Herbert L. 
Gardner, Robert G. Packer, Saul Plosky, Robert W. Schick. 
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ciation (mostly cash jewelers) has 
concocted the sort of first-anni- 
versary punch that retailers love. 
There will be talks by a host of out- 
standing industry speakers; there 
will be more than 350 merchandise 
exhibitors; and there will be no 
little fun and camaraderie mixed in. 

The convention kicks off Aug. 11, 
with an address by RJA President 
Arnold Schiffman of Schiffman’s 
Inc., Greensboro, N. C. Other Mon- 
day speakers: RJA Secretary Oscar 
Kind of S. Kind & Sons, Philadel- 
phia (“The Jeweler and Our 
Changing Economy”), H. R. Scull 
of E. H. Scull Co., New York (“The 
Future of the Retail Jeweler’’). 

That evening RJA will sponsor 
its lavish “Fun Night” at the Hotel 
Biltmore. On Aug. 12 and 13, re- 
ports will come from all of RJA’s 
major committee chairmen (“‘Ac- 
tivities of the RJA Washington Of- 
fice,” “The Present Status of Mem- 
bership and Affiliates,” and others). 
There will be a panel discussion on 
“How to Operate a Credit Jewelry 
Store” and talks on all timely topics 
and perplexing issues that jewelers 
need to know more about. 

On Aug. 14, RJA members will 
hold their annual meeting, electing 
and installing new directors. 

And throughout the entire five 
days jewelers will have the chance 
to shop for fall merchandise from 
the exhibit booths of virtually 
every major jewelry manufacturer. 


W.M.D.A.A. members 
laud film publicity 
program, elect Marcum 

A television film program which 
will urge consumers to seek out 
reliable watchmakers who use gen- 
ulne watch parts was roundly ap- 
proved by members at the Miami 
Beach convention May 30-June 2 of 
the Watch Material Distributors 
Association of America. 

Other noteworthy developments: 
the decision to distribute to all 
wholesaler-members an official store 
window insignia; the election of 
Seymour Marcum, co-owner of Nor- 
vell-Marcum Co., in Tulsa, Okla., to 
the presidency; the presentation of 
the traditional gift gavel to out- 
going President Pierre Borel of 
Kansas City, Mo., for a dedicated 
year of service and achievement. 
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The group also adopted a resolu- 
tion congratulating the Swiss Fed- 
eration of Watch Manufacturers 


A GOOD YEAR, A CHALLENGE: 
New WMDAA President Seymour 
Marcum, left, presents gift gavel to 
outgoing leader Pierre Borel. 


for its recent selection of Gerard 
Sauer as president and Jean Louis 
Borel as vice-president. 

At the business sessions in Mi- 
ami Beach’s Convention Hall there 
were speeches by Mayor Ken Oka, 
by former Florida Democratic 
Senator Claude E. Pepper and by 
numerous association executives. 
On Associates Day (June 1) mem- 
bers heard a panel forum on the 
“Role of Wholesalers in Today’s 
Economy,” then, after a “fun- 
while-you-eat” luncheon, had their 
choice of a bus tour of the city, a 
golf tournament or a fishing party. 
The evening was full of dinner and 
dancing. 

Other officers-elect are: William 
Swartchild, Jr., of Swartchild & 
Co., first vice-president; Ike Asen- 
dorf of Southern Watch Supply Co., 
second vice-president; and Earl 
Bechtel of Joseph B. Bechtel Co., 
treasurer. Directors: Nat Moss of 
John A. Poltock Co.; Les Collins of 
Burton M. Reid, Inc.; William 
Hammond of B. M. Hammond Co.; 
and Jacob Kramer of Jacob Kramer 
& Son. 


Southern Jewelry Show set 
for July 20-23 in Atlanta 


More than 100 firms have already 


reserved exhibit space for the 
Southern Jewelry Show July 20-23 
at the Henry Grady Hotel in At- 
lanta, Ga. 

Annual giveaway trips-for-two to 
Miami and New Orleans will high- 
light the door-prize awards, to be 
made at the show banquet July 22 
at the Progressive Club in Atlanta. 


Watches of France plans 
U. S. ad campaign in 1959 


The leading representative of the 
French watch industry was in New 
York last month to make plans for 
an advertising campaign in 1959 
which will acquaint America with 
the French timepieces. 

Henry L. Blum, president of 
Watches of France, Inc., which re- 
cently set up information offices at 
110 Fifth Ave., in New York, dis- 
cussed the coming campaign with 
Paul Jokelson, head of the new 
U. S. offices of the association. 

French watch exports to the 
U. S. have jumped from 6937 
watches worth $47,900 in 1954, to 
330,597 units worth $1.5 million in 
1957. Exports to this country for 
the first three months of 1958 were 
up 38 per cent over last year’s first 
quarter. 


“Sterling Silver” rose is 


candidate for national flower 


Have you still got the June 8 is- 
sue of This Week? Turn to page 
10, check square “F”’ on the ballot, 
and mail it in. 

You may influence Congress in 
its quest for a national flower, to 
choose the lavender “Sterling Sil- 
ver” rose. 

This Week’s article pictures six 
different colored roses, and asks 
readers to check their preference. 
One of them, marked F, is lavender. 
That is the color used by the Ster- 
ling Silversmiths Guild of Amer- 
ica for its sterling displays. Can 
the lavender rose, now symbol of 
sterling, soon become a U. 8. sym- 
bol, too? 


Zale Jewelry Co. chain buys 
St. Louis’ Hess & Culbertson 

The 75-year-old Hess & Culbert- 
son Jewelry Co., second largest 
retail jewelry firm in St. Louis, 
has been sold to Zale Jewelry 
Co., 92-store, Dallas-based credit 
jewelry chain. 

Hess & Culbertson will continue 
operations under its present name, 
according to former firm president 
Otto Kortkamp. Kortkamp, who 
will continue in an executive ca- 
pacity, said Hess & Culbertson 
would become one of Zale’s “Guild”’ 
or prestige stores. 

Zale also now owns the Hess & 
Culbertson branch at Westroads 
Shopping Center near St. Louis. 
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WITH STERLING BY GORHAM, SHE’S MRS. AMERICA: Mrs. Helen Giesse 
of Cleveland, below, on her way to the top in the annual Mrs. America home- 
making contest, collects first-prize award for the sterling table-setting event 


sponsored by Gorham Co. Gorham’s Florida representative Edwin H. Manning 
presents the prize. Mrs. Giesse was crowned all-around homemaker of the year 
May 10 at the national finals in Fort Lauderdale, Fla. Gorham publicized the 
event nationally with advertising, plans tie-in promotions for retailers. 


A STAR FOR MOTHER: 
American Mother of the 
Year, May Roper Coker of 
South Carolina, receives a 
Linde star sapphire ring 
from Albert E. Haase, presi- 
dent of the Jewelry Industry 
Council. Mrs. Coker was 
chosen by the American 
Mothers Committee during 
the recent annual Mothers’ 
Conference in New York. 
Church & Co., Newark, made 
ring. 


wll. 


STUMPED, THEN STARTLED: 35 
million “I’ve Got a Secret” tele- 
viewers, mildly interested when 
Baumgold Bros.’ Abe Berliner 
stumped the panel, sat bolt upright 
when they heard what the secret was: 
Diamond Cutter Berliner was going 
to cleave a 100-carat diamond, right 
before their eyes. Above, show MC 
Garry Moore and Berliner show the 
successful results of the provocative 
cleaving performance. 
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HI HO, STEVERINO: TVeteran 
Steve Allen proclaims Steverino, 
the greyhound on his show, 
“Official Guardian of the Wal- 
lace Silver Queen.” Queen was 
crowned at the first National 
Silver Jubilee in the U. S., held 
last month in Wallace, Idaho. 
Steverino received the silver 
collar from Coro. Wallace Sil- 
versmiths was big Jubilee par- 
ticipant. 


more picture news 


on page 108 


— 


FOR FAIR-GOERS, CHEESE AND VINTAGE WINES: Visitors to the Swiss 
Pavilion at the May 7-17 U. S. World Trade Fair in New York’s Coliseum got 
a special treat: while they shopped the more-than-300 newest in Swiss time- 
pieces, charming, costumed Swiss Misses served up trays of vintage red and 
white wines, genuine processed cheeses. Swiss exhibit also included binoculars, 
cameras, fine linens, choice foods and chocolate. 
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Chabot Hamilton’s Egan 


Sportscaster Egan 


EUREKA! ’'VEFOUNDIT! 
No less exultant than Archi- 
medes (when he found how 
to weigh the gold in King 
Hiero’s crown), Contestant 
Norman Smythe of Astoria, 
N. Y., beams at his find on 
the television show “Trea- 
sure Hunt”—a $10,000, 5- 
carat Columbia Tru-Fit dia- 
mond ring. Show master of 
ceremonies Jan Murray and 
his comely assistant share 
Smythe’s delight. 


Ted Williams 


HAIL TO THE HEROES: Boston Red Sox slugger Ted Williams, 
right, and Tony Chabot, second from left (appearing in behalf of | 
his friend Ed Gillespie, disabled Korean war hero from Maine), | 
receive Hamilton electric wrist watches in ceremony at Fenway Park, | 
Red Sox’ home. Boston Sportscaster Leo Egan, left, looks on as 
Hamilton Watch Co.’s G. Edward Egan makes the presentations. 


DOWN McMICKEN, DOWN BOY: Pretty University of 
Cincinnati home economics junior Virginia Ray Oliver, 
national winner of the “Miss Sterling Character” Contest, 
strikes a pose with the famous “McMicken” lion on the 
University campus. Judges in the contest, which was 
sponsored as part of the current Sterling Silversmiths of 
America’s publicity program, chose Miss Oliver as the 
home economics student with the greatest share of 
“sterling qualities desirable in a future homemaker.” The 
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qualities: top college grades, membership in Future Home- 
makers of America, Future Teachers of America, activity 
in Baptist church work, initiation of a local television 
series on home economics subjects. Miss Oliver received 
awards from the Sterling Silversmiths, and from Cincin- 
nati Jeweler Mark P. Herschede, who sparked many of the 
activities in the city during the observance of national 
Sterling Silver Week there April 14-20. “Miss” contest 
attracted students from more than 100 colleges. 





International Silver's new $6 million home: in beauty, unity 
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The brilliant showroom at International Silver’s new offices and factory in Meriden, Conn. 
“many men and many minds over many years” 


“We are here to celebrate the 
most impressive manifestation yet 
of the changing of the old order,” 
said President Craig D. Munson. 
The 200 guests in front of Inter- 
national Silver Co.’s new $6 mil- 
lion administration building and 
hollowware factory, located on a 
43-acre tract near Meriden, Conn., 
silently agreed—‘“Fantabulous!” 

You could almost hear the 
sound of the crews demolishing 
the firm’s old, abandoned mill-type 
buildings down in the center of 
Meriden. Then, symbolically, eight 
silver jet planes roared past the 
crowd, very low, flashed off into 
the sun. 

Governor Ribicoff of Connecti- 
cut, visibly impressed at the dedi- 
cation ceremony of the handsome, 
sprawling buildings, lauded Inter- 
national’s vision and confidence 
in the future. At the end of the 
ceremony, Secretary M. Taylor 
Mayes placed a silver-plated arca 
in the main lobby, to be opened 
100 years hence so that silver 
makers of 2058 A. D. can inspect 
its contents of present day objects 
and papers. 


Prouder of Progress 


Now in its 60th year, and some 
111 years after its predecessors, 
the Rogers brothers of Hartford, 
laid the groundwork that opened 
a century of growth in the silver- 
ware industry, International Sil- 
ver is still very much on the move. 
The new plant, John B. Stevens, 
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vice president and director, told 
the guests, is the largest factory 
in the world devoted exclusively 
to the manufacture of silverplated 
and stainless steel hollowware. 


President Craig D. Munson 
“the old order changeth” 


(The air-conditioned building also 
brings together, for the first time, 
all of the sales, advertising, finan- 
cial and administrative functions 
of the firm. It has its own tele- 
type system, private telegraph 
system, and an attractive cafe- 
teria that serves hot meals to em- 
ployees.) 

International is the oldest and 
largest advertiser in the silver- 
ware industry. It was the first to 
pioneer national magazine adver- 
tising, later was the first in radio 
and television. 

It has grown to be the largest 
silverware maker in the world 


(seven hollowware trademarks, in- 
cluding International Sterling, 
Webster Reproductions, Wilcox 
Silverplate, 1847 Rogers Bros. and 
International Silverplate; eight 
flatware trademarks, including In- 
ternational Sterling, (Anchor) 
Rogers (Anchor) Sterling, 1847 
Rogers Bros., Holmes & Edwards 
Deepsilver, and International 
Stainless.) It now employs 3500 
Connecticut residents. 

Most recent of its series of 
steps toward long-range diversifi- 
cation was the purchase early this 
year of. Eyelet Co., leading maker 
of lipstick cases, closures and 
electric specialties (now located 
in Wallingford). The Times & 
Wire Cable Co., which became a 
subsidiary in 1955, is now making 
special cables for data processing 
and missile applications. And the 
rolling mill, which first made met- 
als only for International use, now 
produces non-ferrous metals for 
outside commercial use. 

“The old order changeth,” says 
President Munson, “yielding place 
to the new. . . . Nowhere is this 
more evident than in industry. 

“In our business we have an af- 
finity for beauty, and we think 
this building is consistent with 
that relationship. 

“We are proud of this new 
building, but we are prouder of 
what it stands for. And we are 
conscious of the responsibility it 
imposes on the present manage- 
ment to carry and extend this 
progress into the future.” 
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Surprise party toasts 75-year-old Charley Sommer 


Charley Sommer (head table, center) and friends 
“How can a man in the trade 50 years still be alive at 75?” 


“After thinking over the reasons 
for the gathering,” jests Charles 
W. Sommer of the double-purpose 
suprise party 33 friends gave him 
May 21, “I have come to the con- 
clusion that they wanted to see in 
person how a man could be in the 
trade for 50 years and still be 
alive at 75!” 

Sommer was 75 on Mar. 27. The 
firm he founded, Chas. W. Sommer 
& Bro., wholesale pearls and pre- 
cious stones, is 50 years old this 
year. Cause enough for celebra- 
tion, and for a bit of genuine 
wonder at how the vigorous man 
could keep up the pace so well. 

His career actually began in 
1900, as assistant bookkeeper for 
the New York diamond firm, 
Powers & Mayer. In 1908, after 
tours with Joseph W. Frankel & 
Son and Edward Van Dam, he set 
up shop for himself in downtown 
New York. Two years later, joined 
by his brother John, he moved to 
Maiden Lane. 

More shop-hopping, then, in 
1934, the firm moved to its present 
location at 608 Fifth Ave. 

Charles has served as president 
of the 24 Karat Club of New York 
(1931-32), as director of the Jew- 
elers Board of Trade and holds 
membership in the Maiden Lane 
Historical Society. 

High point at the testimonial 
dinner at the New York Athletic 
Club was the presentation to Som- 
mer of a sterling silver tray in- 
scribed with the signatures of his 
legion of friends in the trade. Best 
wishes telegrams poured in from 
those unable to attend the fete. 
G. H. Niemeyer was toastmaster 
and Raymond C. Yard master of 
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ceremonies. 

“Hasn’t mentioned retiring,” 
says his brother of Charles’ future 
plans. “He should slow down a 
bit, but I can’t imagine him not a 
big part of the business.” 


_— + - 


IRS will tax an association 
if its sole function is to 
stage private trade shows 


Internal Revenue Service officials, 
in the first of a series of judgments 
on the tax status of trade associa- 
tions, has ruled as taxable an or- 
ganization set up solely to stage 
private trade shows. 

Reasoning: such an organization’s 
trade show is designed to help 
individual businessmen—the exhib- 
itors and their customers—and not 
to “improve business conditions 
generally.” 

In the case on which the ruling 
is based, the group was a non-profit 
corporation without capital stock, 
composed of members of a trade 
selling gifts and housewares. Sole 
function was to stage an annual 
trade show and banquet, at which 
manufacturers and wholesalers dis- 
played products and took orders 
from retailers. The public was not 
invited (but IRS implies that it 
wouldn’t have made any difference 
if it had been). Since the group 
serves only individual persons, and 
does not help business generally, it 
is taxable, IRS says. 

An association can enjoy tax ex- 
emption, IRS notes, when: net 
earnings do not benefit any private 
shareholder or individual; the 
group doesn’t engage in a regular 
kind of profit-making business; its 


activities improve business condi- 
tions rather than benefit a few 
persons. 

More IRS rulings are expected to 
clarify the tax status of trade shows 
when they are not a group’s sole 
function, and of other profit-making 
activities of generally non-profit 
organizations. 


—— 


Buffalo Jewelry Case, 
Wm. Korn merge, expect 
$2 million annual sales 


Two of the nation’s leading 
makers of jewelry cases, boxes and 
displays have joined forces to im- 
prove their competitive position on 
the national market. 

The 63-year-old Buffalo Jewelry 
Case Co. and 16-year-old Wm. Korn 
Co., both located in Buffalo, N. Y., 
have consolidated as Bufkor, Inc., 
with headquarters at 588 Monroe 
St. The new organization will also 
include Electric City Box Co., Inc., 
which was recently purchased by 
the Korn ‘irm. 

Both of the newly merging firms 
will continue independent manufac- 
turing operations at their plants, 
Korn at 588 Monroe St., and Buffalo 
Jewelry Case at 701 Seneca St. To- 
gether, they employ 225 workers. 
The sales forces will join into one 
21-man group, with offices in New 
York, Chicago, Dallas and Los 
Angeles. 

K. William Shields, president of 
Buffalo Jewelry Case, becomes 
chairman of the board of Bufkor. 
Nathan D. Rosen, secretary-treas- 
urer of Korn, becomes president. 
Korn president William Korn was 
named honorary chairman of the 
board. 


— _- 


Georgia, South Carolina RJAs 
meet jointly for conventions 


Jewelers from Georgia and South 
Carolina converged on the Clemson 
House in Clemson, §S. C., in April 
for two days of annual convention 
activity. 

Addresses were given by Presi- 
dent Arnold Schiffman of the Retail 
Jewelers of America, by RJA Vice- 
president H. A. Goldberg and by 
officials of Clemson College. There 
were seminar business. sessions, 
ladies’ Bingo, a lavish convention 
banquet. 





New York RJA hears talks 
on silverware, watch markets 


fa 
President Max Teibel 


Problems in silverware market- 
ing, the state of the U. S. watch 
market, and operation of a jewelry 
business today were main discus- 
sion topics at the 49th annual 
convention of the New York State 
Retail Jewelers Association at the 
Mark Twain Hotel in Elmira, N. Y. 

The 350 jewelers at the three- 
day parley elected Max Teibel of 
Leeds Jewelers, Buffalo, president 
for 1958-59. Re-elected secretary 
and treasurer, respectively, were 
J. Francis Thibault of Utica and 
Malcolm Campbell of Canandaigua. 

Major speakers were Westing- 
house executive John J. Doyle 
(“The Application of Electronic 
Tubes to Industry”); American 
Gem Society President Harry R. 
Gerber; Wallace Silversmiths 
Vice-President Donald W. Leach; 
Swiss Watchmakers’ Al Levine, 
and Hamilton Watch executive 
David S. Chapman. 


Watchmakers of Switzerland 
set “Fashions in Time” show 


As a major step in developing 
consumer interest in some 200 of 
its newest jeweled-lever watch crea- 
tions, the Watchmakers of Switzer- 
land will hold its 11th successive 
“Fashions in Time” show July 14 
at the Waldorf-Astoria Hotel in 
New York. 

Later in the month, retail jewel- 
ers will get their preview of the 
new watch styles, at the Chicago 
convention and trade show of the 
Retail Jewelers of America, Inc., 
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in the Conrad Hilton Hotel. 

The New York showing, for more 
than 250 members of the press, is 
being given in conjunction with the 
U. S. apparel industry’s annual 
Press Week. A unique slide film 
showing will explain the style ele- 
ments which go into the design of 
the modern watch. Press kits and 
advertising will also herald the 
event. 


‘Most Fabulous Jewels’’ is 
Ladies’ Home Journal article 


A fully color-illustrated article 
entitled “America’s Most Fabulous 
Jewels,’ which appears in the July 
1958 issue of the Ladies’ Home 
Journal, should provide an interest- 
ing conversation piece in jewelers’ 
diamond rooms, and to show pro- 
spective diamond customers. 

The article, which runs over 
parts of nine Journal pages, has 
life-size color reproductions of 
many world-famous gems, with 
photos and stories about the women 
who own and wear them. 


Jacoby-Bender expands sales 
in Canada, sets up affiliate 


A large-scale advertising promo- 
tion campaign in Canadian news- 
papers and magazines will hail the 
establishment by Jacoby-Bender, 
Inc., of a new sales affiliate north of 
the border. 

Jacoby-Bender Canadian, Ltd., at 
236 Adelaide St. West, Toronto, 
will maintain a complete stock of 
point of sale displays and more 


than 100 watchband, ident and 
leather band styles. 

“The sale of our bracelets in the 
past 20 years,” says President Max 
Jacoby, “ shows we have grown 
with Canada. Opening an affiliate 
at this time indicates the confidence 
we have in Canada’s potential and 
economic health.” 

John J. McKnight, active in the 
Canadian jewelry industry for 30 
years, will become vice-president 
and managing director. 


Eversharp Pen shows off 
new administration building 


The “new look” Eversharp Pen 
Co., now a subsidiary of Parker 
Pen Co., had open house May 28 
at its new general office building 
in Arlington Heights, I[Il. 

Some 250 impressed residents, 
press representatives and indus- 
try members roamed over the 12,- 
000 square-foot premises, saw 
displays of products, marketing 
techniques, manufacturing proc- 
esses, and the official unveiling of 
a giant Eversharp signature at the 
entrance tio the building. 

Eversharp’s writing instruments 
division moved into the new loca- 
tion Jan. 1 following consolidation 
with Parker Pen. It’s administra- 
tive operations had been centered 
in New York. 

The Arlington Heights building, 
in addition to the administrative 
facilities, also houses the firm’s 
service and shipping departments. 
C. George Heath is general man- 
ager. 





A PLACE IN THE SUN: New officers of the Florida RJA, from left, are: 
James T. Smith of Delray Beach, treasurer; Alvin Lee Magnon of Tampa, 
president; and Robert Bechtel of West Palm Beach, secretary (not pictured 
is Lacy Croft of Fort Lauderdale, vice-president.) Elections took place at 
the group’s 38th annual convention in May at Miami Beach, where 200 jewelers 
turned out. Featured speakers were President Arnold Schiffman of the Retail 
Jewelers of America, Inc., and Ben W. Heald, vigorous executive secretary 


of the Wisconsin RJA. 
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‘Vive la chemise’ is 
trend at United Jewelry 
Show; bibs, ropes sell 


Costume jewelry may have to 
wait a long time for a better chance 
to prove its worth as a fashion ac- 
cessory than presents itself this 
fall. 

The dictates of the dress fash- 
ions world (like it or not!) are now 
clear: the chemise, the trapeze, the 
straight-line look are here to stay. 
And wholesale jewelry buyers, 
wisely, see new opportunities un- 
folding for the types of jewelry 
the new styles demand. 

Buying trends at the 12-day 
United Jewelry Show in May at the 
Sheraton Biltmore Hotel in Provi- 
dence generally reflected buyers’ 
convictions. 

Styling—and of course price— 
were the biggest factors behind the 
choices of more than 1000 jobbers 
who went shopping at the show. 
Fastest-moving items were pins 
with multi-colored stones, large 
rhinestoned earrings, 30-inch bibs, 
matinee necklaces and neck lariats. 
Favorite colors were peacock, jet 
and chalk. 

Registered wholesale buyers 
were again guests of the Show at 
daily breakfasts. Show is con- 
ducted under the auspices of the 
Manufacturing Jewelers & Silver- 
smiths of America and the Manu- 
facturing Jewelers Sales Associa- 
tion. 

On the second day of the Show, 
the National Association of Cos- 
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tume Jewelers met at the Sheraton 
Biltmore, reelected Alfred Herz, of 
Alfred Herz Co., New York, presi- 
dent. Other officers of the group, 
which was formed last year to 
boost the industry’s standards, are: 
Hugo Herzberg of Hugo Herzberg 
Co., St. Louis, vice-president; Otto 
Heitlinger of Mayfair Jewelry Co., 
New York, treasurer; Fred Singer 
of Gloria Jewelry Co., New York, 
secretary; and Leo H. Bernstein, 
executive secretary. 


MJ&SA hits low wage 
rates in Puerto Rico, 
wants $1 minimum 


U. S. jewelry makers are asking 
the Labor Department to raise 
minimum wage rates in Puerto 
Rico’s jewelry and allied industries 
to $1 an hour, to offset some of the 
tremendous profit advantages is- 
land makers have over their main- 
land counterparts. 

Even if minimum rates were 
hiked to $1 an hour, the Manufac- 
turing Jewelers & Silversmiths of 
America contend, the heavily gov- 
ernment-supported Puerto Rican 
makers could still compete favor- 
ably with U. S. manufacturers. 

Puerto Rico, a U. S. territory, is 
not subject to U. S. import tariffs, 
MJ&SA notes. New firms are given 
tax moratoriums, easy government 
loans. Government leases plant 
facilities at extremely low cost. 
And Puerto Rican makers can use 
the “made in U. SS. A.” label on 


As Lia a eel 


¥: Rcd 


FLIGHT TO FIGHT EXCISE TAXES: Executives of the Texas Jewelers Asso- 
ciation prepare to fly to Washington, D. C., to ask for repeal of the retail 
jewelry excise taxes. From left: Myron Everts of Arthur A. Everts in Dallas; 
Dell Sheftall of Sheftall’s in Austin; and Dolph Miller of T. L. Miller’s in Odessa. 


their products. (All part of gov- 
ernment efforts since 1945 to en- 
courage new island industry.) 

The result has been a six-fold 
jump in the dollar amount of Puer- 
to Rican jewelry exports to the 
U. S. between 1950 and 1956. Last 
year, in an effort to soothe U. S. 
makers, the Labor Department 
raised minimum wages on the is- 
land from a 33¢-60¢-an-hour range 
to the present 43¢-80¢-an-hour 
level. 

But this is not enough, says 
MJ&SA, pointing out that Puerto 
Rican exports to the U. S. still con- 
tinue to increase (7 per cent higher 
in 1957 than in ’56), still threaten 
to wipe out some mainland firms. 


Hamilton gets new contract 
from Hughes Aircraft Co. 


An additional $5.5 million con- 
tract for quantity production of 
airborne signal data recorder equip- 
ment has been awarded Hamilton 
Watch Co. by Hughes Aircraft Co. 
New contract supplements the orig- 
inal $2144 million one awarded the 
Lancaster-based firm in 1957. 

Equipment will be manufactured 
by Hamilton’s Hathaway Instru- 
ments division in Denver, Colo., at 
the newly-completed plant which 
marks the watch firm’s recent en- 
trance into the growing electronics 
field. 

Recorder equipment is used in 
the testing program on the Falcon 
missile, to record armament control 
signals sent to a missile to prepare 
it for firing during simulated 
attack runs. 


RJA President Schiffman is 
state “retailer of the year” 


The president of the Retail 
Jewelers of America, Inc., Arnold 
A. Schiffman of Greensboro, N. C., 
has been named “Retailer of the 
Year” by the North Carolina Mer- 
chants Association. 

Presentation was made at the 
group’s recent convention in 
Raleigh. Schiffman is a past presi- 
dent of the group, and also of the 
North Carolina Jewelers Associa- 
tion, the Greensboro Merchants 
Association and the Greensboro 
Rotary Club. 





Watchmaking educator Soucie 
is new HIA president-elect 


Raymond Soucie, director of El- 
gin Watchmakers College, Elgin, 
Ill., was elected president of the 
Horological Institute of America at 
the 37th annual meeting of the 
group May 10-12 in Washington, 
D. C. 

Much time was given to discus- 
sion of the proposed merger of the 
Institute with the United Horologi- 
cal Association of America. No 
final agreement has _ yet been 
reached. 


Elected with Soucie were: John 
Farrell of General Motors Re- 
search, first vice-president; Harold 
Rapp of Bulova Watch Co., execu- 
tive vice-president; Arthur F. 
Beck, reelected secretary; and G. 
Gruen, treasurer. 


Watch Market Today”), by JC-K 
horological consultant Henry B. 
Fried (Packard watch collection), 
and by R. B. Spraker of Bell Air- 
craft Corp. (“Contribution of the 
Watchmaker to the Defense Ef- 
fort”). A “Stump the Experts” 
panel discussion elicted much in- 
terest. 


New Jewelers Guild Elects 
Houston Jeweler President 


Fine Jewelers Guild, a national 
buying association of jewelry 
stores, elected Leon Davis of Cor- 
rigan, Inc., in Houston, Tex., pres- 
ident at an organizational meet- 
ing last month in New York. 

Leo Fields, executive secretary 
of the new group, has established 
offices in Dallas, Tex. He empha- 
sizes that Guild stores do not con- 


By buying cooperatively, guild 
stores maintain a stronger posi- 
tion in the competitive market. 





RECONNAISSANCE: Albert W. 
Doolittle, advertising manager of 
A. H. Pond Co., and his wife board 
plane for Europe to check the itin- 
erary for prize-winning dealers in 
the Keepsake Sweepstakes. Contest 
ended May 31; winners will be an- 


nounced soon, will fly first class to 
Europe for vacations via KLM Royal 
Dutch Airlines. 


stitute a chain; each store oper- 
ates independently. 


Talks were given by the Watch- 
makers of Switzerland (“The U. S. 
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FUR-LINED ICE BOX: Fine jewelry and fine furs have 
joined forces in one luxury salon at 3100 Wilshire Blvd., 
Los Angeles. Parties to the perhaps unique alliance are 
B. D. Howes & Sons, five-store Southern California 
jewelry firm, and Colburn Fur Salon. The main Howes 
store on Wilshire Boulevard and the Colburn Salon had 
been neighbors since 1939. The move by Howes into the 
Colburn store, says firm President Durward Howes III, 
“should prove advantageous to both our firms and to the 
customers of each of us.” Colburn’s has been extensively 
remodeled, now includes a gem room with spotlighting, 
watch and jewelry repair workrooms and offices for the 
Howes staff. Other recent Howes advances: opening of 
a shop in the Beverly Hilton Hotel, remodeling of three 
other store locations. Firm employs 60 persons. 


THE ENTREPRENEURS: From left, Howes’ board chair- 
man B. D. Howes, Durward Howes III, Furrier Colburn. 
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= New officers of the Jewelers 24 
Karat Association of Western New 
York are: Grace Massman, president; 
Ray Staff, vice-president; Arthur 
Hoyler, recording secretary; Edith 
Marks, corresponding secretary; and 
Laura O’Grady, treasurer. The new 
administrators were installed May 27 
at the group’s 10th annual dinner- 
dance at Bruno’s Italian Village. 
Louis J. Dispenza and Edwin A. 
Holeberg were co-chairmen of the af- 
fair. Outgoing President Chet Mc- 
Cawley was presented a Lord Elgin 
gold watch in appreciation of “scars 
and wounds developed” during his 
term in office. 

se Harry C. Maybaum of Maybaum 
Bros., New York diamond and pear! 
import firm, left June 21 on a buying 
trip to Antwerp, Amsterdam, London 
and Paris. He expects to return in 
late August or early September. 

s Bridal Ring Co., Inc., at 87 Nassau 
St. in New York, will close its factory 
and offices June 30-July 14 for its 
annual employees’ vacation period. 
= Pomerantz Jewelry Manufacturing 
Co. moved May 12 to its new location 
at 38 W. 48th St. in New York. Firm 
makes gold jewelry and charms. 
sMaurice Tishman, Inc., New York 
jewelry manufacturer and_ whole- 
saler, has moved into new offices at 
665 Fifth Ave. 

=» Leo Alexander and Al Edelstein 
have started in business as Delrose 
Jewelers, Inc., at 765 Broadway near 
9th St. in New York. 

es J. C. Mumma, jewelry store owner 
in Reading, Pa., has been elected a 
director of the Diamond Council of 
America. 

s Lighter Parts, Inc., in Pittsburgh, 
Pa., has purchased the Stratoflame 





| 


MAGNIFICO! President Garcia of 
the Phillipines exclaims at the spe- 
cially-made gold Aureole watch re- 
cently presented him by George 
Bloch, sole agent for Aureole watches 
in the Far East. Aureole’s New York 
offices are at 580 Fifth Ave. 
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repair and parts division of Strat- 
ford Pen Corp. New address for all 
inquiries about Stratoflame Lighters 
is 2 E. Stockton Ave., Pittsburgh 12, 
Pa. 

= Henry Benz has relocated in his 
own store, at 14 Green St. in Newark, 
N. J., where he is specializing in 
diamonds, diamond jewelry and | 
watches. | 
es William A. Winston, jeweler of | 
Herkimer, N. Y., was a recent guest | 
speaker at a local Kiwanis Club meet- | 
ing. Included in Winston’s “Dia- | 
monds” speech were replica displays | 
of several world-famous diamonds. 

= Wiss Sons, Inc., in Newark, N. J., 

began celebration in late May of its 

110th year in business. The out- | 
growth of a tiny cutlery shop set up 

just off Newark’s Bank St. in 1848, 





whose sharpening wheel was powered | : 


by a St. Bernard dog padding on a | 
tread-mill, the store was later ex- 
panded to include sales of silverware, 
diamonds, watches and other mer- 
chandise. The operation was moved | 
to its present site at 665 Broad St. | 
in 1914. Today there are three 
branch stores. Victor Paul was named | 
president and Jerome Wiss board | 
chairman in 1955. 

= Gustave Dorseln, former 
maker with both Bulova Watch Co. 
and Gruen Watch Co., has purchased | 
the Victor Experimental Co. in Wan- | 
aque, N. J., settings and findings | 
manufacturing firm. New name of | 
the firm is Victor’s Three-D, Inc. 

ws Hesch & Forman, Inc., New York 
diamond wholesaler, has moved to 
new, larger quarters at 580 Fifth 
Ave., Room 3202. 

» The Horological Society of New 
York was shown how solar energy is 
harnessed and used to power the new 
Seth Thomas solar clock, at their 
May meeting. Lecturer was Harold 
T. Stenhammer of General Time Corp. 
ws Syroco, Inc., division of Syracuse 
Ornamental Co. in Syracuse, N. Y., 
recently appointed Englewood Elec- 
tric Co. as Chicago distributor of 
Syroco’s line of electric wall clocks. 
s Mr. and Mrs. John Gray, partners 
in Adolph Adler, New York diamond 
cutter and importer firm, left for 
Europe late in June for a buying 
trip to the diamond markets in Lon- 


don, Paris, Geneva, Amsterdam and | 


Antwerp. Firm has its own Antwerp 
factories. 

s Natural Diamonds, Inc. has moved 
into new offices in Suite 308, 527 Lex- 
ington Ave., New York 17. 

# Ralph Aminoff, Inc., New York ex- 
porter and importer of precious 
stones and pearls, has moved into new 
offices at 665 Fifth Ave. near 53rd St. 
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JACK J. FELSENFELD, Inc. 


9 Maiden Lane, New York 38. N. Y. 
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A Large Selection 
of Choice Unmounted 
Semi-Precious Stones 
Memo Selection Sent Promptly 


Allan Caplan 
580 FIFTH AVE. 
NEW YORK 36, N. Y. 
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CLOCK SALESMEN 


Experienced selling imported clocks. Newly 
established clock dept. of old Eastern con- 
cern has openings in all territories. Com- 
mission basis only. Good opportunity if you 
have following & are willing to help estab- 
lish business & grow. We ship, make re 
pairs & pay comm. promptly. Our rating 
AA-1. Give details in Ist letter. Box #H., 


4142, care of Jewelers’ Circular-Keystone. 


ENCRUSTERS 


Stone and Gold Seal Engravers 
Precious—Semi Precious Stones 


HARRY BRAUNFELD 


Encrusting over a quarter century 
108 FULTON ST., NEW YORK 38, N. Y. 
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e Makes rings 
larger or 
smaller 


®@ Expanding mandrel 
accepts rings from 
sizes 1 to 15. 


® No scratching. 
No marring. 


®@ Reducing die with 

16 sizing holes permits 
the greatest range of 
reductions. 


only 99 50 
Time Payments 


Contact your wholesaler or 
write for literature to: 


new hermes 





13-19 UNIVERSITY PL.. NEW YORK 3, N. Y. 
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Sparkling Certified Wedding 
Rings of 14K gold designed 
to sell on sight. Coming 
your way soon from: 


CERTIFIED METALS Co. 
119 Edison Pl., Newerk2, N.J. 
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= Members of the Boston Jewelers 
Club gathered at the Commonwealth 
Country Club in Brighton, Mass., last 
month for the Club’s annual summer 


outing. Darwin Neumeister of Bige- 


was chairman of 


the golf contest, and Frank A. Gend- 


reau, Jr. was chairman of the bowling 


_eontest. The president’s golf trophy, 


| established 


last year by Herbert 


| Thomae, club president, was up for 


the winning. Bob Brennan of Speidel 


_Corp., who won the trophy a year 
ago, donated a portable TV set as a 
_ door prize. 


Dinner was followed by 


an entertainment program under the 


chairmanship of Clarence Lund, sec- 


retary of the club. 


= Members of the New England 


Guild, American Gem Society, spent 


_eafeteria of the Waltham 


June 8 on a field trip to Chandler 
Mills Mines in Newport, N. H. On 
June 12, members held their regular 
monthly session, at the Hotel Com- 
mander, Cambridge, where they re- 
viewed the results of the field trip, 
and held their annual election of of- 
ficers. No other meetings will be 
held until September. 

s Timing its display to coincide with 
the annual meeting in Boston of 
Christian Scientists, Shreve, Crump 
& Low showed sets of new Wedg- 
wood dinner-buffet plates and match- 
ing cups and saucers—each adorned 
with eight different sites and scenes 
of well-known Christian Science land- 
marks. 

= Members of the Horological So- 
ciety of Massachusetts met in the 
Precision 
Instrument Co., in Waltham, Mass., 


on June 17, to hold the annual election 


of officers. Results will be given next 
issue. No meetings are scheduled for 
July or August. 


@ Leila Shear, former secretary for 


| Kopelman & Shatz at 303 Washington 
| Bldg. in Boston, was a recent finalist 


in three beauty contests in Boston, 
including the Boston Press Photo- 
graphers Association. 

= Roberta Lookner, sister of Sandra 
Lookner of Nathaniel I. Goodman Co., 
in Boston, is new secretary-bookkeep- 
er with Kopelman & Shatz at 303 
Washington Bldg. in Boston. 

ws W. B. Kaiser, former Parker Pen 
Co. divisional manager at the firm’s 


San Francisco sales office, has been 
transferred to the newly formed 
_ northeastern sales division in Boston, 





where he will be assisted in sales by 
Bob Johnson. Parker will soon set 
up a new Boston sales office. 

= Don Parker, formerly with D. C. 
Percival & Co., is now with Haselton 
& Co. at 702 Jewelers Building, in 
Boston. His sales territory covers 


ENGLAND 


Massachusetts, New Hampshire, and 
Maine. 

# Dick Goulter, formerly with D. C. 
Percival & Co., and later with E. H. 
Saxton & Co., both in Boston, is now 
with the William E. Blanchard jew- 
elry store at 125 Main St. in Glouces- 
ter, Mass. 

s James Manning, former partner in 
Manning & Vose, jewelers in Lynn, 
Mass., is now with the jewelry de- 
partment of Filene’s in Boston. 

# Nat Goodman of Nathaniel I. Good- 
man Co., in Boston, is chairman of 
the Ring Committee of the National 
Wholesale Jewelers Association, 
which plans national promotion of 
ring sales. 

ws Nicholson & Ryan in Augusta, Me., 
has expanded, doubled the size of its 
store, has added a complete music 
department, with musical instru- 
ments, radios, TV and recorders. 

s Jacob Rockman at 904-5 Jewelers 
Building in Boston has completed re- 
modeling and redecorating of its 
quarters. 

e W. Henry Burke, 
Berklea Jewelry Co. in Winthrop, 
Mass., has successfully chaired a 
fund-raising drive for the Heart 
Fund, of which he is local chairman. 
=» Kusti Lahde, jeweler in Worcester, 
Mass., has moved to a new and larger 
store at 75 Main St. there. 

ew Alfred DeScenza, Sr., of Alfred F. 
DeScenza & Son in Boston, has re- 
turned to work after a year’s illness. 
= Melco, Inc., wholesale jewelers at 
5 Bromfield St. in Boston, sold out 
on June 3. 

= Charles S. Freeman of 25 Province 
St. in Boston is offering his jewelry 
store for sale. 

s John Carroll Jr., president of Lorac 
Co. in Providence, has been reelected 
president of the Metal Finding Manu- 
facturers’ Association. Frederick G. 
Heeley, president of Little & Co., was 
elected treasurer, succeeding John 
Thornton of Findings Inc. Reelected 
were Hugh McBrien of M. 8S. Co. in 
Attleboro, vice president, and Ben 
Cate, Jr., of Samuel Moore Co. in 
Providence, secretary. 

= John S. Piekarezyk of Worcester, 
Mass., has been awarded the title 
certified master watchmaker by the 
Horological Institute of America. He 
has been associated for eight years 
with Sharfman’s Jewelers in Worces- 
ter, has been a certified watchmaker 
for 10 years. 

= Napier Co. recently opened beauti- 
ful new offices at 530 Fifth Ave. in 
New York. Napier’s plant and whole- 
sale sales offices are at Napier Park 
in Meriden, Conn. 


owner of the 
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= Chicago Diamond Brokers has been 
elected to membership in the Chicago 
Jewelers’ Association. 

# Charles Germain of Bulova Watch 
Co. has been admitted to membership 
in the Jewelers’ Club of Chicago. 

= The following applicants for mem- 
bership in the Golden Roosters, Chi- 
cago, have been elected for “hatch- 
ing” at the June 26 summer outing 
at Itasca Country Club: Robert Plis- 
kin of Norman M. Morris Co.; Archie 
Hazen of B. A. Ballou Co.; Joseph B. 
Miller of Goldsmith Bros. S & R Co.; 
William Beduze of Stein & Ellbogen 
Co.; Richard Pearson of Elgin Na- 
tional Watch Co.; Ralph H. Berg of 
Ronson Corp.; Frank H. Jellinek of 
Buffalo Jewelry Case Co.; Horace J. 
Schwartz of Louis Schwartz & Son; 
Ben Cole of Hallmark Corp.; Bruce 
Warnecke of Frederick Warnecke & 
Son, and Morris Draft of Hallmark 
Corp. 

= Cortland J. Silver has purchased 
Goodman’s Jewelry in Rochester, 
Minn. C. J. Silver Jewelers’ Inc., of 
which Cort Silver is President, now 
operates seven installment stores in 
Minnesota, Iowa and Wisconsin. 
Headquarters are at St. Paul, Minn. 
s Julsrud’s, 60-year-old jewelry store 


in Houston, Minn., has closed its 
doors. The present owner, Adrian 
Julsrud, took over the business his 


father started in 1898, has operated 
it for the past 16 years. 

# Clifford R. Millsap, owner of Mill- 
sap Jewelry Co. in Kansas City, Kan., 
has been awarded the diamond certifi- 
cate of the Gemological Institute of 
America. 

es Gerard Jewelry has opened in its 
new location at 383 Wabasha St. in 
St. Paul, Minn. Ben F. Asch con- 
tinues as store manager. 

ws Roy Roath is celebrating his 29th 
anniversary in the jewelry business 
of La Junta, Colo. 

# Schwanke-Kasten Co. will close its 
store at 324 E. Wisconsin Ave. in 
Milwaukee, and will consolidate op- 
erations at its branch at 324 E. Silver 
Spring Drive, Whitefish Bay. 

s Miss Judith Allen of Allen Jewelers 
in Mt. Vernon, Ohio, has been named 
a registered jeweler by the American 
Gem Society. 

es Joe Goldman Jewelers, Inc., will 
build a new $200,000 commercial 
building on Mitchell St. in Milwaukee 
to replace its old building, which was 
gutted in a spectacular $500,000 fire 
in February. 

s Meyer Rosenbaum, president of 
Meyer Jewelry Co. in Detroit, has an- 
nounced the purchase of Detroit’s 
pioneer Enggass Jewelry Co., long 
known as the “fashion plate jewelry 
store.” Rosenbaum said the acquisi- 
tiun, purchased for “about $1 mil- 
lion,” makes his firm the largest in 
Detroit and one of the 10 largest in 
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the U. S. Meyer now has 10 stores 





(Enggass had 3) all located in Detroit | 


except one. 


= The estate of multimillionaire Chi- | 


cago jeweler Otto Young, who died 
in 1906, has been settled. The jew- 
eler-turned-realtor left an estimated 
$14 million, which had grown to about 
$26 million. Litigation had delayed 
the final settlement. His last sur- 
viving child (he had four daughters) 
died in 1956. 

= Kenneth Esau, graduate pharmacist 
of the University of Kansas, took 
over ownership last month of Bixby’s 


jewelry and drug store in McPherson, | 


Kan. 
site for 75 years. 

= Robert J. Farber has been ap- 
pointed manager of Armstrong Jew- 
elry in Hammond, Ind. Irving Chay- 
ken is firm president. 

= New officers of the Milwaukee 
Wholesale Jewelers Association are: 
Frank J. Stachnik of Wisconsin Jew- 
elers Supply Co., president; Herman 
Weingrod of M. Weingrod Co., vice- 
president; and Miss H. M. Stetter of 
B. H. K. Co., Inc., secretary-treasurer. 
=» The Milwaukee District Jewelers 
Guild is conducting a strong promo- 
tional program aimed at attracting 
gift business on a year-’round basis. 
Member stores are using institutional 
advertising and display to point out 
that gifts bought from jewelers are 
“prestige” gifts. 

es Jerome Cumix has been appointed 
sales manager of Levison’s in Colum- 
bus, Ohio. David Levison is owner of 
the store, which recently expanded its 
jewelry facilities. Firm also carries 
musical instruments, clothing, sport- 
ing goods. 

= Supreme Jewelers in Chicago has 
moved to 1515 Hyde Park Blvd., has 
changed its name to Supreme Jew- 
elers & Imported Gift Shop. 

s Elgin National Watch Co’s. six- 
story plant in Lincoln, Neb., has been 
sold to the University of Nebraska 
for conversion into classrooms and 
science laboratories. Elgin will con- 
solidate Lincoln production at its 
home plant in Elgin, Il. 

= Richard Cook, assistant executive 
vice-president of the Michigan Re- 
tailers Association, was guest speaker 
at the May 6 dinner meeting of the 
Greater Detroit Jewelers Association. 
Cook spoke on “Legislative Affairs of 
1958 Most Vital to Retail Jewelers.” 
= Edwards Credit Jewelers, Inc., in 
Kankakee, IIl., recently completed its 
store enlargement and modernization 
project. Length of the store was in- 
creased 23 feet. 

s L. W. Kolberg, owner of Kolberg’s 
Jewelry & Gift Shop in Hampshire, 
Ill., was one of three 1958 winners in 
the Gift and Art Buyer Annual 
Awards Competition for achievement 
in gift shop design. 


Store has been at its present | 


YOU CAN'T DO 


HEADQUARTERS 
for Nationally 
Known Lines 


In our own building with Greater 
Facilities for Better Service 


ITY U S TIME ALVIN 
NORELCO SEMCA EVANS 
ARVIN INGRAHAM SCHICK 
ASCO ULYSSENARDIN WectiINGHOUSE 
WEST BEND WATERMAN mbpontt 
DELTAH SPEIDEL DORME 
RUMPP HAYWARD OSTER 
SESSIONS REMINGTON TRAVELER 
TWILIGHT STAR DIAMOND RINGS 


and Many Others 
Catalog Twice Yearly © Ask for Yours Today 


JOSEPH HAGN COMPANY 
Wholesalers Since 1911 


325 West Madison Street, Chicago 6, Illinois 








BETTER THAN 
REACH THE BEST 


The alert jewelers sub- 
scribe to JC-K. They 
will be actually looking 
(and buying) in August. 


Reach these readers 
through the classified 
section of JC-K; the in- 
dustry's biggest and 
best read. 
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JACK HARRITON 


Designs made to special order 


42 W. 48th St. New York, N.Y. 
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D LETS LOOK AT THE RECORD 


Over 1700 progressive jewelers use our monthly dis- 
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of showcards (al! sizes) and over 400 matching price 
tickets sent monthly, only $8.70 mo. Write for .. . 
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NYE’S "= OILS 


The BEST for 
Watches and Clocks 


WILLIAM F. NYE, INC. 


Refiners of Porpoise Jaw o 
since 1844 


New Bedford Mass. 











Jewelry Stocks Wanted 


Cash Within 24 Hours 
No Stock Too Large, Too Small 
Diamonds China Old Gold 
Watches Silver Platinum 
Jewelry Antiques Fixtures, etc. 
CALL COLLECT for CONSULTATION 
All Inquiries Strictly Confidential 


A. WEILER & CO. 
Established 1880 
(Div. of M. Y. Finkelman Ce.) 

29 E. Madison St., Chicago 2, Ill. 
Telephone: DEarborn 2-3467 
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Diamond Dealers Club of New York 
Jewelers Board of Trade 

REFERENCE: 
Your Local Bank 
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A classified ad in 
August JC-K will 
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Watches Wanted — Any Make or Age 


Highest prices are paid for Antique 


Jewelry, Platinum, Diamonds, Sterling 


Package kept aside 10 days, subject to 
your approval of our remittance 
C & Bradstreet 
ANTIN’S 114 Beronne Street 
New Orleans 12 La 
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THE 


s Sol Lazerow of Laurel Jewelry and 
Jerry Scherer of Sherry’s Jewelers, 
both in Laurel, Md., were recently 
named to the Christmas Decoration 
and Membership committees respec- 
tively of the Laurel Chamber of Com- 
merce. 

s Lloyd S. McCall, long-time jeweler 
in Charlotte, N. C., has been named 
manager of the expanded wholesale 
jewelry department at Saunders, Inc., 
also in Charlotte. 

= Henry Brown and Jack Goldstein 
have purchased the entire assets of 
Max Kohner, Inc., wholesale jewelry 
firm at 21 W. Baltimore St. in Balti- 
more, Md. The two plan an open 
house sale. 

es William E. Jenkins, jeweler in 
Orange, Va., has an antique clock 
which may even have been an antique 
when Napoleon Bonaparte presented 
it as a gift to Thomas Jefferson. The 
clock is brass, only six inches high, 
bears markings which indicate it may 
be more than 250 years old. It was 
purchased by Jenkins from descend- 
ants of Thomas Jefferson’s secretary, 
William Short. 

= Isadore Spector, manager of Mel- 
arts Jewelers in Hagerstown, Md., 
gave a recent Optimists Club lecture 
on the history and value standards 
of diamonds. 

= Mr. and Mrs. Foster Mudd have 
opened a jewelry repair shop—Foster 
Gem Craft—at 214 Duval St. in Key 
West, Fla. Their daughter is a stu- 
dent in jewelry design in Denver, 
Colo. 

es Jack Marley, former Iowa _ busi- 
nessman, has purchased McKendry 
Adams Florida, Inc., wholesale cos- 
tume jewelry concern in Fort Lauder- 
dale, Fla. The firm is distributor for 
about 20 jewelry manufacturers in 
Florida. Marley will expand the sales 
staff, add new lines. 

s Strauss-Stallings Jewelers in 
Vicksburg, Miss., has purchased the 
O’Neill-McNamara Hardware Co. 
Gift Shop, also in Vicksburg. Gift 
Shop operations will continue at its 
Clay St. location. 

# Reliable Stores Corp., which oper- 
ates four jewelry stores and eight 
furniture stores in the Washington, 
D. C., area, all under individual 
names, listed almost $29 million sales 
volume in 1957. In all, the firm op- 
erates 21 jewelry stores and 26 fur- 
niture stores in 21 cities, according 
to President S. Meyer Barnett. 

= George W. Greenebaum of S. & N. 
Katz Jewelers in Baltimore, Md., has 
been elected a director of the Retail 
Merchants Association of Baltimore. 
= James E. Hart, jeweler in Way- 
cross, Ga., recently spoke to local high 
school home economics classes on cor- 
rect table settings with crystal, silver 
and china. 





® SOUTH 


es Barr’s Jewelers and Silversmiths, 
eight-store jewelry chain in and 
around the Philadelphia and Camden, 
N. J., areas, has opened a branch 
store in Vineland, N. J. Alfred Zam- 
pino will manage the addition, which 
is located at 627 Landis Ave. 

# Horowitz Jewelers in Charleston, 
S. C., is celebrating its 47th anniver- 
sary. Mr. and Mrs. A. Horowitz, 
parents of the present owner, started 
the store in 1911. 

= Perkinson’s Jewelers in High 
Point, N. C., was one of the winners 
of a best retail advertisement contest 
sponsored by the Newspaper Adver- 
tising Executives Association of the 
Carolinas. Perkinson’s won _ third 
place in the category of jewelry stores 
in cities with 25,000-or-more popula- 
tion. 

es W. J. Green is presently employed 
at Weaver’s Jewelry in Durham, 
N. C. 

= Martin Jewelry Co. in Durham, 
N. C., has been sold to A. A. Fried- 
man Co. of Augusta, Ga., southern 
chain-store jewelry firm. 

ws Guest speakers at the Winston- 
Salem Watchmakers Guild’s May 8 
meeting were Norman D. Luth and 
Orville R. Hagans, president and sec- 
retary-treasurer respectively of the 
United MHorological Association of 
America. Both stressed the need for 
watchmakers to establish themselves 
as dependable, qualified watch experts 
in the community, and for them to 
boost their services to customers. 
Caldwell Day and secretary Bruce 
Elledge of the local Guild introduced 
the UHAA speakers. 

ws The traditional banquet and dance 
of the Jewelers Association of Balti- 
more is set for Oct. 8, according to 
banquet committee chairman Robert 
B. Swerdlin. 

# Samuel Kirk & Son, silverware 
maker, recently opened a branch store 
in Towson, Md. 





Handy & Harman Purchase 
Industrial Tubing Firm 


In a move to diversify and ex- 
pand, Handy & Harman, precious 
metals refiner, has purchased Posen 
& Kline Tube Co. of Norristown, 
Pa., manufacturer of small diame- 
ter precision industrial tubing. 

Handy & Harman President Jud- 
son C. Travis said the move would 
permit his firm to broaden its ser- 
vices to industrial customers, many 
of whom are buyers of industrial 
tubing as well as precious metal 
alloys. Main area of use for the 
tubing is in electronics. 
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= Some 35 jewelers in the San An- 
tonio, Tex., area have organized the 
San Antonio Regional Jewelers Asso- 
ciation. Ephraim A. Arredondo is 
president, James W. Finch, vice-presi- 
dent, and Jack Bond, secretary-trea- 
surer. Directors are Dick Rheiner, 
Harold Folks, Leo Schaffer, Tommy 
Neill and Wolford Sadovsky. 

= Fred L. McGee of McGee’s Jew- 
elers at 107 W. Blackwell St. in 
Blackwell, Okla., is serving his 30th 
year as president of the local Asso- 
ciated Charities Board. 

#® Konvicka Jewelers in Wharton, 
Tex., has re-opened following com- 
plete remodeling and expansion. 

® Sylvan Wolfson has opened Wolf- 
son’s Jewelers at 2911 Norton St. in 
Corpus Christi, Tex. The new, fully- 
air-conditioned jewelry store was 
designed by Joe Salem of Salem’s 
Jewelers in Corpus Christi. 

=» Joe Grossman has been named 
manager of Gem Jewelry Co.’s new 
store in Orange, Tex. Gem’s main 
store is located in Beaumont, Tex. 
s Darwin’s Jewelry & Gifts has been 
established at 2144 S. Yale in Tulsa, 
Okla., in the Mayo Meadow Shopping 
Center. 

es B. J. Wilson has purchased Vick- 
er’s Jewelry Store in Mount Pleasant, 
Tex. 

« Howard’s Jewelers in Greenville, 
Tex. is being remodeled and enlarged. 
# DeRoy Jewelers in Tucson, Ariz., 
has moved to new facilities in the 
Arizona Land Title Building. Owner 
is Norman J. DeRoy. 

es Zale Jewelry Co., chain store firm 
with headquarters in Dallas, Tex., has 
purchased two new stores, Brown’s 
Jewelers in Salem, Ore., and Mayor 
Jewelers in North Hollywood, Cal. 
Zale now has four stores in Southern 
California, 92 stores in the entire or- 
ganization. 

s Johnson Jewelers has opened in its 
new location at 620 Broadway in 
Plainview, Tex. Bob Johnson is own- 
er-operator. 

= George’s Jewelry has moved to a 
new location on the town business 
square in La Junta, Colo. Owner is 
George Schachterle, who has had the 
business since 1953. 

e Cecil E. Mulholland has opened 
Mulholland’s Jewelry in the new La- 
mar Plaza Shopping Center in Austin, 
Tex. 

es Lyle Harvat, who operates Har- 
vat’s Jewelry and Gift store in Bris- 
tow, Okla., currently serves as a di- 
rector in the Bristow Lions Club. 
s A Postal sub-station was recently 
installed at Habeeb’s Town & Country 
Jewelers in Corpus Christi, Tex., the 
first such installation in a jewelry 
store in the area. 

# Brannon Jewelers in Bonham, Tex., 
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has 
Barrow. 

= H. A. (Gus) Brown of San Angelo, 
Tex., recently purchased Fairchild’s 
Jewelers in Kerrville, Tex. 

s Farragh’s Jewelers in Mt. Pleasant, 
Tex., which recently purchased the 
Texas Theatre Building and site, is 
now building a new store there. Firm 
owner is Harry Farragh. 

w Vicker’s Jewelry in Mount Pleas- 
ant, Tex., was purchased recently by 
B. J. Wilson. 

#» Frank Levit, senior partner in 
Levit Jewelers in Houston, Tex., has 
been re-elected a director of the Dia- 
mond Council of America. 


es Green’s Jewelers recently an- | 


nounced the firm will open a new 
store in Laredo, Tex. 

» A new store, Smyly’s Jewelry, 
opened recently in Jasper, Tex. 

s Lee R. Brehmer of Brehmer’s Jew- 
elry in Kerrville, Tex., has _ been 
named a Registered Jeweler by the 
American Gem Society. 

# R. B. Raymond Jewelers in Dallas, 
Tex., recently moved to new quarters 
at 421 West Jefferson St. Owner Bob 
Raymond is a Certified Master 
Watchmaker. 

= Max Stegall of Orange, Tex., has 
resigned as president of the Sabine 
Area Guild No. 10 of Texas Watch- 
makers Association. Quite active for 
some time in the Junior Chamber of 


SOUTHWEST Ll 


been purchased by Robert | 





Commerce in Orange, he was recently | 


elected president of that organization. 
Since meeting nights of both groups 
coincide, he resigned the Sabine post. 


# Boyd Perry, watchmaker in Port | 


Arthur, Tex., recently opened Sabine 
Watch Supply. Firm carries a line 
of watch materials. 

es James L. Sargent, long-time em- 
ployee of Fay’s Jewelers in Dallas, 
Tex., recently entered the insurance 
business, is a salesman in the Dallas 





office of Bankers National Life Co. | 


s Joe M. Higginbotham III, 
dent and general 
ginbotham Jewelry Co. in Dallas, 
Tex., has been elected to the board 
of directors of Trinity Universal In- 
surance Co. in Dallas. He fills the 
vacancy created by the death of his 
father, who had been a Trinity di- 
rector for 32 years. 

s Joe Crowman has been appointed 
manager of Gem Jewelry Co.’s 
Orange Grove, Tex., store. 

= Wesley Sawyer has offered for 
sale his two retail jewelry stores in 
Sonora and Ozona, Texas. 

= Konwicko, Jewelers has re-opened 
in its enlarged and remodeled store 
in Wharton, Tex. 

ws Hillman’s Jewelry has been opened 
at 2725 Wolfin St., in the new Wolfin 
Shopping Village near Amarillo, Tex. 


presi- | 
manager of Hig- 








DONT 


DO IT YOURSELF! 


If you have to raise cash through 
liquidation, sale of surplus stock, or 
a RETAIL or AUCTION sale, (or a 
combination of both) 


LEAVE IT TO A PRO 

















You will eliminate the headaches and 
work ... have thousands of $ more 
for yourself after the sale. Brill & 
Colmes will show you how. 


WRITE, WIRE, PHONE COLLECT 
NO EXPENSE OR OBLIGATION 


BRILL & COLMES 


and Associates, Inc. 
Auctioneers and Sales Specialists 


45 West 45th St.,N. Y.36 JU 6-2334 
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MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstene Ware BELLEEK® China 
JOHN BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue, New York 3, N. Y. 

















Importers of 
ENGLISH CHINA 


and 
EARTHENWARE 
Steck and Import 
FOMDEVILLE & CO., IMC. 








148 Sth Ave., New York 16, N. Y. 
AL. 4-6104 








Write for 
Information on 
Classified Ads 
to 
JC-K, Chestnut & 56th Sts. 
Phila. 39, Pa. 








WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 
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DIAMONDS 


Important single stones in 
fancy and round— 

rare colored diamonds 

of natural color 

write, wire or phone 


MARTIN |. HARMAN 
10 W. 47 St., N.Y. 36, NLY. 
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Need a Reliable 
Watch-Repairman 
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ARE YOU PAYING Teo Much FOR CREDIT? 
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We illustrate al! of the regular items PLUS thovu- 
sonds available nowhere else. Sold on a No- 
Questions-Asked Money Back Guorantee! SEND 
FOR FREE CATALOG 32586. Now celebrating 
25th Anniversary. 
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WEST COAST 


« A testimonial dinner May 22, to 
honor David R. Trattner of Kay 
Jewelry Stores as “Man of the Year 
in the Jewelry Industry,” was well 
attended by Southern California 
Jewelers 24 Karat Club members. 
Dinner was held in the Crystal Room 
of the Beverly Hills Hotel. Trattner 
opened the first Kay Jewelry store in 
the state in 1928 in Oakland, added 
another in Long Beach the following 
year. Today there are 17 Kay Stores 
in California. In the 1940’s he be- 
came intensely interested in cancer 
research, persuaded Dr. Robert 
Gordon Sproul, head of the Univer- 
sity of Calif., that research should 
be done at UCLA. The Trattner 
Foundation became one of the two 
major supporters—and for a time 
was the only outside philanthropic 
support—of the research work. 

= Next directors’ meeting of the 
California RJA will be held in San 
Francisco July 13. 

= The following officers were elected 
recently by the Ventura County Re- 
tail Jewelers Association: president, 
Larry Simmons of Steller’s Jewel- 
ers; vice-president, Kent Van Gundy 
of Alberts Jewelers; secretary-trea- 
surer, Mrs. Henrietta Collier of 
Alberts Jewelers. Robert Westover, 
representative of The Watchmakers 
of Switzerland, was guest speaker at 
the election meeting. 

ws Al Don Credit Jewelers in River- 
side, Cal., has appointed D. M. Cauby 
assistant manager and watch repair- 
man. 

= Joe Hannon, jeweler in Corona, 
Cal., was recently elected president 
of the Corona Optimists Club. 

«= Simpson Jewelry Co., nine-store 
central California chain, recently 
opened a store at 22461 Foothill Blvd. 
in Hayward. Store manager is 
Gerald Bloss. The chain was founded 
in Stockton in 1942 by Jack Simpson 
and his wife, Ruth. 

es A new jewelry store, owned by 
Sam Wahl, opened recently at 115 W. 
Valley Blvd. in El Monte, Cal. 

= The Southern California Jewelers 
Golf Association will hold its next 
tournament, the S. Behrstock Memo- 
rial, at Candlewood Country Club in 
Whittier on July 10. 

= Earl Mansdorf recently became 
manager of the Visalia, Cal., store of 
the Crescent Jewelers chain. 

ws Recent WatchMaster sales repre- 
sentative changes: northern Califor- 
nia and Reno territory, to Don Cum- 
mings; San Francisco territory, to 
Lee Meyers; southern territory, to 
Bill Reynolds and Don Scott. Scott 
will also manage the entire territory 
of California, Arizona and Nevada. 


e# Nathan T. Turner of 704 Market 


St. in San Francisco plans to retire 
soon. He has been in business since 
1920, began his career as a 10-year- 
old apprentice to a watchmaker in 
Moscow, Russia. 

# Ronald Jeha, manager of Simpson 
Jewelers in Richmond, Cal., has an- 
nounced the store has moved from 
llth and Macdonald Sts. to 8th and 
Macdonald Sts. 

= Allison-Kaufman Co., Los Angeles 
diamond ring maker, has appointed 
Milton Cohen to the firm’s sales staff 
# Dan Crowley, jeweler at 220 W 
Fifth St. in Los Angeles, is a candi- 
date for the office of sheriff of Los 
Angeles County. Crowley has played 
baseball professionally for Los 
Angeles and Hollywood in the Pacific 
Coast League, is a former baseball 
scout for the New York Yankees and 
Detroit Tigers. 

ws 24-Karat Club member Ken Cohen 
and his wife traveled to Europe late 
in May. Itinerary included Tel Aviv, 
Madrid, Istanbul, Rome, Florence, 
Vienna, Munich, Zurich, Wiesbaden, 
Amsterdam and London. 

es Schwartz & Stellman, at 704 
Market St. in San Francisco, is now 
sole distributor in the U. S. for cul- 
tured pearl importer Joseph Balent 
Co. 

w Shreve & Co., historic San Francis- 
co jewelry firm, is putting the finish- 
ing touches on the most elaborate job 
its craftsmen have ever tried: a 15- 
pound, 10-inch high, 18 karat gold 
rooster. The expensive ($40,000) bird 
will adorn the new Golden Rooster 
room of the Nugget gambling hall 
outside Reno. 

s Norbert B. Moffat, jeweler and 
civic leader of Van Nuys, Cal., was 
honored recently by some 200 friends 
and citizens for his 15 years of effort 
towards the betterment of the com- 
munity. 

=» Phil Herbig, owner of Herbig’s 
Jewelry in Aberdeen, Wash., was a 
recent guest speaker before the wo- 
men’s association of the Grays Har- 
bor Country Club. He gave an il- 
lustrated lecture on “Gems,” showed 
how precious stones may be used in 
women’s jewelry. 

= Leo Weisfield, prominent Seattle 
jeweler, attended the annual meeting 
of the President’s Committee on Em- 
ployment of the Physically Handi- 
capped May 8 and 9 in Washington, 
D. C. Weisfield is chairman of an 
identical committee on the Governor 
of Washington’s staff. 

e Donald Glascock will reopen his 
jewelry store at N. 7 Post St. in Spo- 
kane, Wash. 

= David Marsh recently opened a 
store in Porterville, Cal. He has been 
employed as a watchmaker there. 
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Executive Appointments 








M. W. Townsend 


M. W. Townsend has been elected 
vice-president for administration 
and finance of Handy & Harman. 
Townsend joined Handy & Har- 
man in 1946, served variously as 
assistant to the sales vice-presi- 
dent and as sales manager. He 
was appointed assistant to the 
president in 1953, two years later 
became a director of the firm. 


Lloyd F. Crisfield has been ap- 
nointed regional manager for the 
11 western states serviced by Na- 
pier Co., New York jewelry man- 
ufacturing firm. 





C. Edwin Ireland 


C. Edwin Ireland has been elected 
treasurer of Hamilton Watch Co. 
in Lancaster, Pa. Ireland joined 
the firm in 1953 as assistant comp- 
troller, now also serves as credit 
manager. He _ succeeds Harry 
Lawrence, who retires this year. 


William W. Stainton has been 
elected assistant secretary for 
Hamilton Watch Co. He also 


serves as assistant general coun- 
sel for the watchmaking firm. 
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Harris Robbins has been ap- 
pointed vice-president in charge 
of sales for Larami, Inc., and for 
Superb Case Manufacturing Co., 
both jewelry-making firms in 
Providence, R. I. Robbins has 
been sales manager of Larami 
for the past six years. 





Admiral Berger 


Rear Admiral (ret.) Herbert E. 
Berger has been elected a director 
of Adam Consolidated Industries, 
which owns Gemex Corp., New 


Jersey watchband maker. Admi- 
ral Berger is an Annapolis gradu- 
ate, is currently a director or of- 
ficer of several New York firms. 


Arthur Tanner has been named 
president of Lux Clock Manufac- 
turing Co. in Waterbury, Conn. 
Paul A. Lux was elected a direc- 
tor and executive vice-president. 





Parker Pen Employes Plan 
Three-Week European jaunt 


A group of 80 Parker Pen Co. 
employees and their families will 
be going continental this summer, 
during the firm’s company-wide 
vacation period in late June and 
early July. 

The families will fly from Janes- 
ville, Wis., home of Parker, to 
London; they will spend 21 days 
touring Europe. Itinerary  in- 
cludes side trips to the firm’s 
plants in Paris and in Dover, En- 
gland, and a journey to the Brus- 
sels Fair. 








jewelry salesmen. 





Unique Opportunity for 
Watch or Jewelry Salesman 


Nationally known and respected, progressive watch 
company enjoying a long and effective relationship with 
fine jewelers has a few openings for experienced watch or 


Commission against a drawing account—plus—hospitaliza- 
tion, life insurance and excellent retirement benefits. 
Unusual opportunities for aggressive and qualified salesmen. 


In sending resume, be sure to include education, experience 
and indicate area preference, if any. 


Box "H., 4292,"" c/o J.C.K. 
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Gustav Jonson Sylvan, 89, 
co-founder of 60-year-old Sylvan 





| 


| 





Obituaries 








* Howard L. Carpenter, 72, of Provi- 
' dence, R. I., a former president of 
'the National Wholesale Jewelers 


Association (1935-1937), and a 


Ss | former president and director of 


the Jewelers Board of Trade, died 
| May 23. 





retired 


Bros. Jewelers in Columbia, S. C.., 
died May 18. Surviving is his 
younger brother Emil, with whom 
he founded the business. 


Mrs. Edith G. Hayman, 74, jewelry 
manufacturer in Los Angeles, died 
May 6. 

Cass W. 


Sheppard, 81, long-time 


Seattle jeweler and recent oper- 
_ator of the Diamond Exchange in 





|M. F. Deutsch, 


the Seaboard Building there, died 
Apr. 26. 

Fritz Deutsch, 65, president of 
Inc., New York 


jewelry manufacturing firm, died 
May 17. He came to the U.S. from 
Vienna in 1938, was active in help- 
ing to settle refugees and dis- 
placed persons when they arrived 
in New York. 


Morris B. Perlman, 75, manager 
of M. Perlman & Son in Stam- 
ford, Conn., died May 14. He was 
a founder and honorary president 
of the Stamford Jewish Center. 


William H. Davis, 61, former part- 
ner in the firm of Stern & Stern, 
Inc., New York jewelry manufac- 
turer, died May i0. He was a mem- 
ber of the Jewelers Square Club 
and the Maiden Lane Outing Club. 


James F. (Jim) Huffman, 69, well- 
known watchmaker of Houston, 
Tex., died Apr. 7. He was a re- 
tired vice-president of the Hous- 
ton Watch Co. 


Matthew Duffy, 88, father of Dren 
M. Duffy, present secretary of the 
Texas Watchmakers’ Association, 
died May 5. Mr. Duffy was a 
retired watchmaker and engraver. 





Christmas Tree Pins Taxable, 
Imitation Corsages Aren’t 


Small metal pins in the form of 
Christmas trees are subject to the 
retail jewelry excise tax, but arti- 
ficial corsages made of fabric or 
plastic are not, the Internal Rev- 
enue Service rules. 

The miniature Christmas trees, 
IRS says, fall within the definition 
of jewelry—‘“articles designed to 


| be worn on the person or apparel 





_for the purpose of adornment’— 


regardless of the substance of 
which made. 

In the case of imitation cor- 
sages and boutonniers of fabric 
or plastic, however, IRS says they 
are imitation flowers, and not jew- 
elry under the usual commercial 


usage, thus are not excise taxable. 


Gold-Plated Watchbands Are 
Taxable When Sold Separately 


Watch bands, bracelets or straps, 
made of or ornamented with gold 
plate are definitely subject to the 
retail excise tax when sold sepa- 
rately, the Internal Revenue Ser- 
vice warns. 

Taxable, 





IRS says, are watch 


bands on which gold plating is 
1/100,000 of an inch or more in 
thickness, and leather, plastic or 
cloth bands whose buckles have 
1/100,000 of an inch or more of 
gold plating. 

The tax does not apply to: watch 
bands or bracelets of stainless steel 
or other nonprecious metals; those 
on which the gold plating is less 
than 1/100,000 thick; or those of 
plastic, cloth or leather without 
buckles, with buckles of nonpre- 
cious metals, or buckles with gold 
plating of less than 1/100,000 of 
an inch, when sold at retail sepa- 
rately. 

The IRS clarifies in the ruling 
that the retail excise tax applies 
to the total price of a watch when 
sold with band or strap, regardless 
of the material of which the band 
is made. 





Narda Ultrasonics Buys 
Ultrasonics Research Firm 

In a major expansion move, 
Narda Ultrasonics Corp. of Mine- 
ola, N. Y., has acquired Alcar In- 
struments, Inc., ultrasonics re- 
search and development firm. 


JEWELERS’ CIRCULAR-KEYSTONE, JULY 1958 














COMING EVENTS 


, a See 


6-11—New York Lamp Show, Hotel 
New Yorker and Trade Show Build- 
ing. 

6-l1l—New York Home Furnishing 
Accessories Show, Trade Show Build- 
ing. 
7-11—National Housewares’ Ex- 
hibit, Atlantic City, Auditorium, N. J. 

7-11—International China, Glass 
and Tableware Show, Chelsea Hotel, 
Atlantic City, N. J. 

13-14—-Mississippi RJA annual con- 
vention, Buena Vista Hotel, Biloxi. 

13-18—National China, Glass and 
Tableware Show, Hotel New Yorker, 
New York. 

20-21—-Southern Jewelry Travelers 
Association meeting, Henry Grady 
Hotel, Atlanta, Ga. 

20-23—-Washington Gift Show, Ho- 
tel Willard. 

20-23—Southeastern China, Giass 
and Gift Show, Municipal Auditorium 
and Atlanta Biltmore Hotel, Atlanta, 
Ga. 

20-23— Annual 
Show, Atlanta. 

20-25—Western Furniture, Lamp 
and Accessories Show, Exhibit Hall, 
San Francisco. 

27-30—New Orleans Gift & Jewelry 
Show, Roosevelt Hotel. 

27-30—Carolina Jewelry and Gift 
Mart, Radio Center, Charlotte, N. C. 

27-31—Retail Jewelers of America, 
Chicago convention and trade show, 
Conrad Hilton Hotel. 


oe eee 


3-6—China, Glass, Gift, Jewelry, 
Toy and Stationery Show, Civic Audi- 
torium, Sheraton Palace, St. Francis 
Hotel, Western Merchandise Mart, 
San Francisco. 

3-14—Chicago Gift Show, LaSalle 
Hotel and Palmer House. 

3-15—Merchandise Mart China, 
Glass and Gift Market, Chicago. 

9-11—North Dakota Watchmakers 
and Jewelers Association convention, 
Bismarck. 

10-13—Cotton States Gift, Jewelry 
and Stationery Show, Peabody Hotel, 
Memphis, Tenn. 

10-13—Portland Gift Show, Public 
Auditorium, Plaza and Benson Ho- 
tels, Portland, Ore. 

10-14—-Retail Jewelers of America, 
New York convention and trade show, 
Waldorf-Astoria Hotel. 

17-20—Seattle Gift Show, Civic Au- 
ditorium Olympic and New Wash- 
ington Hotels and Terminal Sales 
Building, Seattle, Wash. 








Southern Jewelry 


JEWELERS’ CIRCULAR-KEYSTONE, JULY 1958 


24-26—Pennsylvania RJA annual 
convention and Seventh Jewelry Fair. 
Penn-Sheraton Hotel, Pittsburgh. 

24-26—Spokane Gift Show, Daven- 
port Hotel, Spokane, Wash. 

24-27—Minneapolis Gift 
Radisson Hotel. 

24-27—Ohio State Gift Show, Hotel 
Deshler-Hilton, Columbus. 

24-29—New York Gift Show, Hotel 
New Yorker and Trade Show Build- 
ing. 

29-31—-United Horological Associa- 
tion of America annual convention, 
Albany Hotel, Denver, Colo. 

30-31—Texas RJA annual conven- 
tion and TOLA Tumbleweeds semi- 
annual meeting and reception, Hotels 
Adolphus and Baker, Dallas. 

31-Sept. 2—Ohio and West Vir- 
ginia RJA joint annual convention 
and jewelry show, Netherland Hilton 
Hotel, Cincinnati. 

31-Sept. 3—California RJA, in 
conjunction with the Retail Jewelers 
of America, Inc., annual convention 
and trade show, Hotel Statler, Los 
Angeles. 

31-Sept. 4—Parker House Fall Gift 
Show, Boston. 

31-Sept. 4—Detroit Gift Show 
(Fall), Hotels Statler and Sheraton- 
Cadillac. 

31-Sept. 4 
Show, Hotel 





Show. 


Allied Gift and Jewelry 
Adolphus, Dallas, Tex. 


ee F ee we ewe ea 


1-5—Boston Gift Show, Hotel Stat- 
ler. 

6-10—Detroit Jewelry Show, Hotel 
Statler. 

7-10—Miami Sta- 


Gift, Jewelry, 


tionery, Toys and Housewares Show, 


Bay Front Auditorium. 

13-14—Missouri RJA annual con- 
vention, Governor Hotel, Jefferson 
City. 

14-17—Denver Gift and Jewelry 
Show, Hotel Albany. 

14-17—Indianapolis 
(Fall), Hotel Claypool. 

20-22—-Michigan Retailers Associa- 
tion annual meeting, Pantlind Hotel, 
Grand Rapids. 

28-30—Fourth Phoenix Gift and 
Jewelry Show, Hotel Westward Ho, 
Phoenix, Ariz. 

28-Oct. 1—Philadelphia Gift Show, 
Hotel Benjamin Franklin. 


Gift Show 


oe See ee ee ore, 


4-6—Florida State Watchmakers 
Association convention, Golden Gate 
Hotel, Miami. 


"MICRO PLATING 
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Polishing and lacquer- 
ing problems get special 
attention at Micro Plating. 
Our special department, 
devoted to these opera- 
tions, has solved many 
unique problems in the 
past. 

You can use our exper- 
ience in this area to make 
your plating better, faster, 
and more economical. 

Our representative will 
be glad to stop in, discuss 
your product, and give 


you an accurate estimate. 


CORP. 


43 West 13th Street 
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Speidel's Mat Book Ties In 
With “The Price Is Right" 


To link the local jeweler to Spei- 
del’s nationwide TV show “The Price 
Is Right,” Speidel is using the show 
as the theme of its Spring-Summer 
mat book. 

The mats present the same mer- 
chandise that is featured weekly by 
Bill Cullen and Caroline O’Connor. 
Watchbands, photo idents and men’s 
jewelry are advertised for the major 
gift-giving occasions — graduations, 
weddings, anniversaries. There are 
specific ads for watch repair and a 
section of TV tune-in ads designed 
to tie-in with the show on the very 
day of broadcast. The mat book is 
free for the asking. 

Write to Advertising Department, 
Speidel Corp., 70 Ship St., Providence, 
ee 


“Refiecto-Mirror" Displays 
Foster's New Men's Jewelry 


“Etched Crystal” is Foster’s newest 
idea in men’s gift-jewelry fashions. 
Sets are deeply etched from the back 
to look like the finest in etched crys- 
tal. They may be displayed on this 
“reflecto-mirror,” given free with six 
sets retailing at $6.95 each. 

Colors of crystals include topaz, 
crystal, blue, black and diamond—all 
in either yellow or white finish. 

Contact your wholesaler or Foster 
Metal Products, Inc., Attleboro, Mass. 
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Ronson Introduces Display 
For Windlite Lighters 


— 


Ronson introduces this new mer- 
chandising unit featuring four 
chrome-finished Windlite Cigarette 
lighters. The top lighter is mounted 
with lid open, giving a close-up view 
of the windshield. Individual lighter 
gift boxes are packed in the display’s 
shipping carton. 

Contact Ronson Corp., 31 Fulton 
St., Newark. 


Hammel, Riglander Announce 
Combination Lighting Unit 


The “Trombolite,” a combination 
incandescent-fluorescent lighting unit, 
is intended for watchmakers and jew- 
elers. It is said to provide improved 
“vision-aid” illumination over work- 
ing areas. 

The Trombolite glides and rotates 
readily into any working position and 
stays adjusted under jolts, jars and 
vibrations. Priced at $28.66, it comes 
complete with 60-watt bulb and cir- 
cline fluorescent tube, and is available 
from supply houses. 

For circular, write to Hammel, 
Riglander & Co., Box 100 Madison 
Square Station, New York. 


Auto/Home Electric Shaver 
Announced by Schick, Inc. 


With the theme “Always a perfect 
shave only a cord’s length away,” 
Schick, Inec., has announced a new 
Auto/Home Powershave electric 
shaver that works on either house 
current, or plugs into the cigarette- 
lighter receptacle of a car. 

There are separate cords for home 
and auto, which means that the sec- 
ond cord can be kept in the car glove 
compartment for use at any time. 

In modern gift case, the Auto/Home 
Powershave has a suggested retail 
price of $33.50. For a limited time, 
purchasers can get a $7.50 allowance 
for any old blade or electric razor 
traded in on the new Auto/Home 
shaver. 

Contact your distributor or Schick, 
Inc., Lancaster, Pa. 


New Benrus Watch Co. Display 
Features Unusual Sculpture 


Saas 


BENRULS 
SLT AFKELATING 


ENE 


The Benrus Co. is offering a new 
window display for its line of self- 
regulating watches. An original full- 
dimension sculpture in gold color 
demonstrates the “Watch with the 
Magic Brain.” 

The watches are available in seven 
different models in the $59.50 to 
$92.50 retail-price range. 

Contact Benrus Watch Co., Inc., 
50 W. 44th St., New York. 
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New Advertising Mat Service Available for Jewelry Stores 
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The Imperial American Advertis- 
ing Service presents 100 creative- 
selling advertisements specifically de- 
signed for jewelers in its Fall-Winter 
ad-mat book. The service, issued 
twice yearly, is available to jewelry 
stores for exclusive franchise (from 
$100 per issue depending on city). 








Emphasis is on diamonds, watches 
and sterling. Portions of four of the 
mats are shown here. All mats, of 
course, make provision for store name. 

For sample advertisements and 
complete information, contact Im- 
perial American Advertising, 580 
Market St., San Francisco, Calif. 





Elgin Trade Material Cabinet 
Includes $105 in Free Parts 


a Ge ee 





A new time-saver trade material 
cabinet, stocked with $205 worth of 
genuine parts, is being offered to 
watchmakers at a saving of $105 by 
Elgin. 

The completely stocked cabinet will 
sell for $99.50 with a $20 trade-in al- 
lowance, or $119.50 without the allow- 
ance. The trade-in will be given for 
any old cabinet a watchmaker may 
wish to dispose of. 

Included are 435 Elgin parts cover- 
ing more than 180 of the most popu- 
lar Elgin movement grades of the 
past 10 years. If purchased sepa- 
rately, this material would cost $205. 

The metallic blue cabinet carries the 
approval of the Watch Materials Dis- 
tributors Association of America. It 
contains a new envelope system for 
cataloguing parts with interchange- 
able parts clearly indicated. 

Contact your authorized Elgin dis- 
tributor or Elgin National Watch Co., 
Elgin, Il. 
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Free Oil Portrait Promotion 


By Columbia Diamond Rings 


Ses POR ae 


A sales-stimulating idea has been 
introduced to authorized Columbia 
dealers: a free hand-painted por- 
trait to each customer who buys a 
Columbia Tru-Fit diamond ring. 

The painting is done in oil directly 
on silk for permanency and framed in 
oak finished in antique white and gold. 
Portraits are made from customer’s 
photograph or snapshot, together 
with a color description to guide the 
artist. 

Retailers are asked to feature por- 
traits of themselves and of their em- 
ployees in their windows to get the 
idea across to the public. 

Shown is one of Columbia’s dealers 
with a portrait of himself made from 
a family-group photograph. 

Contact Columbia Diamond Rings, 
P. O. Box 590, Jamaica, N. Y. 









Bell & Howell Gives Training 
To Photo Equipment Dealers 


Retail photographic salesmen are 
being given sales training in a series 
of meetings conducted by Bell & 
Howell, manufacturer of cameras and 
projectors. 

The meetings, based on the theme 
“Differences that Sell,” acquaint sales 
personnel with Bell & Howell prod- 
ucts and with the company’s “Part- 
ners in Profit” contest. This contest 
offers 450 shares of Bell & Howell 
stock as prizes to dealer salesmen. 
Contact Bell & Howell, 7100 Mc- 
Cormick Rd., Chicago. 


Feeding-Spoon Unit Offered 
By 1847 Rogers Bros. 








For dealers alert to the important 
child market, the makers of 1847 
Rogers Bros. silverplated flatware 
have announced a special retail price 
of only 98¢ for infant feeding spoons 
in popular Flair, Heritage and 
Springtime patterns. 

Regularly retailing for $1.50, the 
spoon has been specially designed 
with long handle and small bow! for 
easy reaching into tiny mouths and 
narrow baby-food containers. 

A merchandising unit, which re- 
quires minimum space on counter or 
in window, holds 36 spoons individ- 
ually sealed in acetate covering. 

Contact your distributor or 1847 
Rogers Bros. division of International 
Silver Co., Meriden, Conn. 


Jacoby-Bender, Inc., Expands 
Into Leather-Strap Field 


Jacoby-Bender, Inc., Woodside, N. 
Y., has expanded into the multi- 
million dollar field of leather-strap 
manufacture. The new division is 
functioning with nearly $150,000 
worth of equipment made to J-B 
specifications. 

The leather line comprises 35 num- 
bers, uses imported suede, Norwegian 
calf, shell cordovan, baby alligator, 
alligator-lizard and buffalo calf. 

Retail prices range from $1.50 to 
$6.50. In addition, a complete line of 
one-piece nylon straps for men and 
styles in new materials will be intro- 
duced in the $1, $1.25 and $1.95 con- 
sumer price range. J-B is continuing 
to make its Serenata suede and 
Cherie lizard bands. 


































Guarantee Certificate Plaque 
Offered to Keepsake Dealers 


This plaque is offered for a window 
or counter display. In walnut and 
gold, it is slightly angled for easy 
viewing and features a handy rack 
for “Choosing Your Diamond Ring” 
folders. 

Six Keepsake features are listed on 
the plaque, including quality, protec- 
tion against loss of diamond and ex- 
change benefits. 

Contact A. H. Pond Co., Syracuse, 
N. Y. 


Arnstein Bros. Will Launch 
Campaign in Life magazine 

Arnstein Bros. & Co., 608 Fifth 
Avenue, New York, will present their 
ingenious Diamond Daisy Chain to 
more than 25 million people with an 
advertising campaign in Life maga- 
zine and a merchandising program at 
the retail level. 

The Diamond Daisy Chain is a 
diamond bracelet to which diamonds 
can be added for every gift occasion, 
providing the jeweler with repeat 
business for years to come. 


Three-Sectional Display for 
“International Pewter" Line 


A three-sectional display for the 
“International Pewter” hollowware 
line, available to jewelers, is suitable 
for counter, window or aisle table. 

The new line includes approxi- 
mately 50 reproductions of Early 
American design — vases, salts and 
peppers, candelabra and Paul Revere 
pitchers and bowls. The items will 
not tarnish or darken with age. 

In addition to the display, counter 
ecards and ad mats are available. 

Contact “International Pewter,” In- 
ternational Silver Co., Meriden, Conn. 
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Diamond Hearts Are Stressed 
By Goldstein-Gerson Co. 


The diamond-heart market is vir- 
tually untapped for added jewelry 
sales, according to Goldstein-Gerson, 
Inc., 126 W. 46th St., New York. 

The firm says that the diamond 
heart, once considered a “fad,” is now 
proving to be a steady and profitable 
item and that the market will con- 
tinue to grow. 

One of the large jewelry chains has 
been doing a tremendous business 
with diamond hearts for Valentine’s 
Day, Mother’s Day, graduation, wed- 
ding anniversaries, birthdays and 
Christmas, the company says, explain- 
ing that the diamond heart is an ideal 
way of saying “Here is a gift from 
the heart,’ without signifying spe- 
cifically an engagement. 

Goldstein-Gerson’s diamond hearts 
are priced from $19.95 to $1000. 


New Hermes-Sonic Attachment 
Gives Ultrasonic Cleaning 


This new Hermes-Sonic is equipped 
with two standard glass jars to fit 
all mechanical watch-cleaning ma- 
chines. Each jar has a side trans- 
ducer emitting 1,000,000 cycles per 
second. This latteral position of the 
transducers is said to allow impurities 
to settle at the bottom of the ves- 
sel instead of being propelled back 
against cleaned parts. 

With a 7-tube, 125-watt generator, 
the unit is available at $298.50. 

Contact Hermes-Sonic, 13-19 Uni- 
versity Place, New York. 


G-E's Radio Line Highlights 
New Table and Clock Models 


Three new table models and two 
new clock-radios feature General 
Electric’s 1958-59 radio line. 

The new AM-FM Musaphonic table 
radio, styled in antique white with 
seven tubes plus rectifier, two an- 
tennas, 6%-inch Dynapower speaker, 
vernier tuning for pin-point station 
selection, continuous variable tone 
control and phono jack for plug-in of 
record player, will retail for $59.95. 
Two other new table models are 
priced at $29.95 and $19.95 respect- 
ively. 

Heading the new clock-radio line is 
a model with Snooz-Alarm and clock 
nite-light priced at $44.95. The other 
model is priced at $24.95. 

Contact General Electric Co., 
Housewares and Radio Receiver Di- 
vision, 1285 Boston Ave., Bridgeport, 
Conn. 


Two New Longines Displays 
Available for Jewelers 


Pictured here is a three-dimensional 
Longines-Wittnauer display that may 
be used as a unit or as separate 
panels, keyed to Graduation, Wed- 
dings and Mother’s and Father’s 
Days. The applied real satin of the 
ladies’ skirts is a special note of at- 
tractiveness. 

A second Longines display is in the 
form of a framed plaque printed in 
satin, stating the appointment of 
Longines as official watch for the VIII 
Olympic Winter Games to be held in 
California in 1960 and the III Pan 
American Games which will come to 
Chicago in 1959. 

Contact your distributor or Lon- 
gines-Wittnauer Watch Co., Inc., 580 
Fifth Ave., New York. 


Free Summer Trial of Watches 
Promoted by Croton Mats 


With the idea of “doing Christmas 
business in July,” Croton is repeating 
for the third year its “Wear this 
watch all summer at our expense” 
theme. According to the company, the 
promotion went over so well the past 
two years, it is being pushed again 
this year with stronger sell than ever. 

Jewelers can use the mats and offer 
Croton waterproof watches on a trial 
basis from July to Labor Day. The 
manufacturer will take back any 
watch that is returned. Watches are 
priced at $49.95. 


Contact Croton Watch Co., Inc., 404 
Fourth Ave., New York. 
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Illuminated Motion Display 
is Offered Free by Anson 







The colorfully printed 12-in.-high 
acetate tube rotates while the blue 
wooden base holds a three-piece An- 
son Jewelry Wardrober and a plastic 
sleeve with interchangeable display 
cards. The cards feature selling copy 
pointed to Father’s Day, graduation, 
best men and ushers, and year-round 
gift occasions. 

Display is free with unit of 12 
assorted three-piece Jewelry Ward- 
robers at $6.95 each. Total retail 
$83.40; retailer’s cost $36. 

Contact Anson distributors or An- 
son, Inc., 24 Baker St., Providence, 
m. &. 


New Christmas Gift Wrappings 
Offered by Minnesota Mining 











A complete range of gift-wrap pa- 
pers, including everyday and Christ- 
mas prints, foils and high-gloss pa- 
pers, has been announced by the mak- 
ers of “Sasheen” brand gift wraps. 

One hundred and ten new patterns 
include five “Twin Trims” of paper 
and ribbon in matching designs and 
colors for resale or instore wrapping 
—pink, blue, pastel dot, red and green 
dot and small poinsettia. Accessories 
to help establish a gift-wrap center 
in a store are also available. 

Contact “Sasheen” distributor or 
Minnesota Mining & Mfg. Co., 900 
Bush St., St. Paul, Minn. 
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J-B's Silk-Tone Watch Straps 
Shown On Colorful Displays 


Two displays, suitable for window 
or counter, feature the new J-B Silk- 
Tone watch straps. The straps have a 
soft vinyl base on which is laminated 
an Italian silk motif. Women’s mod- 
els are in black, brown or red and 
retail for $1.95 each. Men’s models, 
in black or brown, for $1.25. All are 
removable in seconds. 

Contact Jacoby-Bender, Woodside, 
a. a 


"Jewelry of the Month Plan" 
Offered by Eddie Nelson Co. 


A different method for a jewelry 
store to purchase its stock of costume 
jewelry is offered by the “Jewelry 
of the Month Plan” originated by the 
Eddie Nelson Co. 

Each month the Nelson company 
sends out a new selection of costume 
jewelry. No two pieces are alike. The 
store can return within ten days any 
item not wanted. There are no sales- 
men. The Nelson company buys from 
more than 100 manufacturers, and 
all items sent are new. The store 
can purchase as much or as little as 
they wish and can specify preferred 
categories. 

For descriptive folder, write Eddie 
Nelson Co., 302 Mullin Bldg., Cedar 
Rapids, lowa. 


Lloyds Wedding Ring Display 
Offered by K. Polishook 









This three-dimensional window dis- 
play in pink and gray velvet presents 
12 Lloyds of New York wedding 
rings. The rings are wide, hand- 


carved, faceted yellow and white 14K, 
two-tone bands of proven popularity. 
Total cost for the unit is $198.50, and 
resale price tags guarantee a healthy 
markup. 

Contact K. Polishook & Son Corp., 
216 E. 45th St., New York. 


Iiuminated Counter Display 
Features Amity Billfolds 













Billfolds are featured in the “Glo- 
Getter,” a new illuminated display of- 
fered by Amity. 

Constructed of blonde ash wood 
with golden metal trim, the display 
has two rotating panels on either side 
of a centrally located light source, a 
translucent plastic panel. A slide-out 
section at the bottom displays wo- 
men’s billfolds. The unit permits 
either steady illumination or alter- 
nating light. It comes with a 10-foot 
cord. 

The billfolds are in the $3.95 to 
$7.50 price range. Twenty-five men’s 
and ten women’s billfolds are in- 
cluded in the offer. Each item is dis- 
played in its transparent and dust- 
proof acetate-covered gift box. 

Contact Amity Leather Products 
Co., West Bend, Wis. 


New Eterna Display Ties In 
With "Golfer" Model Watch 






ETERNAMATIC 
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Eterna has just released a new dis- 
play for the “Golfer” model. The 
display is approximately 12 in. long 
and 11 in. high, and the pad imitates 
a small green golf course. 

The slim pocket watch for men and 
women has a lucite back which re- 
veals the mechanism, making a “con- 
versation piece.” Available in stain- 
less steel and in 18K gold, from $82.50 
to $350. 

Contact Eterna Watch Co. of 
America, Inc., 677 Fifth Ave., New 
York. 












Tiffany & Co.'s Silver Polish 
To Be Distributed by Babbitt 


Tiffany’s ever-popular brand of 
silver polish will now be available to 
housewives throughout the country. 
Tiffany’s has awarded the distributor- 
ship of the silver polish to B. T. Bab- 
bitt, Inc., makers of Bab-O, Cameo 
Copper Cleaner and other nationally 
known products. 

Babbitt’s distribution, advertising 
and sales of the polish will promote 
the idea that steriing silver can now 
be treated with “the Tiffany Touch” 
in every state of the Union. 


Dealers Can Use Reed & Barton 
Film, How to Be Good Hostess 


Reed & Barton has produced a full- 
color, 28-minute film which shows 
women how to make the best use of 
their sterling, china and crystal. Film, 
“How to Be a Successful Hostess,” is 
available to jewelers for showings to 
women’s clubs, school and other inter- 
ested groups. 

Film shows how to prepare parties, 
simple family dinners, lavish wedding 
receptions, informal supper affairs, 
outdoor barbecues, afternoon teas. It 
also goes into etiquette. 








A Ky Y lighter has this... 


but the 


¢ 


BEATTIE ‘tf 


@€t LIGHTER 


»» has this, also! 


/ 


$ 
» 


iat ss / 


When pipe-smokers (or gift-givers) ask “to see a 
lighter,” they really mean a BEATTIE JET 
LIGHTER. It’s designed for enjoying a pipe as it 
should be enjoyed...to smoke tobacco—not matches! 

Just show a Beattie-Jet in action—and man, 


Once seen, your customers | 
will never settle for any- | 


thing else, because there is 
nothing elselike a Beattie! 


Biggest Consumer 
Advertising in 
Beattie History! 


you’ve got a quick sale! Held upright, the Beattie 
functions with the conventional flame for cigars and 
cigarettes. When tipped slightly, it creates the 
unique jet flame that aims into the pipe-bowl. 
Many other selling points too: lighting camp- 
fires and fireplaces; as a little “torch” for small | 
soldering jobs; for blackening gunsights; for thaw- 


ing out frozen car-locks. 


Get set—with the Beattie-Jet... Start 
your Holiday buying early to assure 
ample stock on hand. All Beattie-Jet 
Lighters are guaranteed perfect and 
come individually-boxed with this 


NEW 3-LIGHTER DISPLAY! 


(Shipped with any 3 lighters you choose) 





Size of display: only 8”x8”. 


Retail at: $6.95—$8.00— 
$8.95—$9.95-—$11.95— 
‘$15.00—$21.00—$49.00 


Here’s action merchan- 


Write today for full information and catalog sheets of the complete line: 


BEATTIE JET PRODUCTS, INC. Dept. JC-K—19 East 48th Street, New York 17 
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dise...with the one and | 
only JET-FLAME action! | 





K. Polishook & Son Promotes 


Teenage Friendship Rings 


Bsc 
bas 


A two-tone, inventory-controlled, 
in-store showcase displays 36 Lloyds 
“Fidelity Friendship Rings” aimed at 
the teenage market. The rings range 
in sizes from 5 to 7% and are avail- 
able up to 8% at no extra cost. 

In addition a pink-and-gray, velvet- 
covered window display carries a bo- 
nus of six free rings. This displayer 
is packaged with interchangeable 
ecards for important gift-giving 
events. Total cost to the jeweler for 
the 42 rings is $180. Total return is 
$473.90. 

Contact K. Polishook & Son Corp., 
216 E. 45th St., New York. 


Uitrasonic-Cleaning Booklet 
Published by Bronson Corp. 


Ultrasonic Cleaning, a 24-page il- 
lustrated booklet, is available from 
Bronson Ultrasonic Corp. Various 
areas in which ultrasonic cleaning is 
advantageous are covered in detail— 
applications in which speed is the 
prime factor, or thoroughness of soil 
removal (as in the case of jewelry), 
or ability to clean without disassem- 
bly (as with watches). 

For a free copy, write to Bronson 
Ultrasonic Corp., 40 Brown House 
Rd., Stamford, Conn. 


New Diamond Styles Announced 
By Feature Ring Company 


Feature Ring Co. announces plans 
for a new enlarged line for Fall, with 
a wide range of new styled shanks 
and new ideas in ornamentation. 

The line is to include Feature Lock 
bridal sets, matching bride and groom 
rings, men’s diamond rings and 
women’s fancy rings. The promotion 
is being supported with a package of 
window displays, newspaper ad mats 
and mailing cards and stuffers. 

Many new styles have also been 
added to the Glorified line which also 
carries promotional aids for the 
jeweler. 

Contact your Feature Ring whole- 
saler or Feature Ring Co., 130 W. 
46th St., New York. 
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by Henry B. Fried, Horological Consultant to JC-K 


PRINCIPLES OF DIRECT 
dial reading watches 


@ WRIST WATCHES with the time told directly through aper- 
tures are now appearing on the market. They will even- 
tually come to the repairer for servicing, so the watchmaker 
should acquaint himself with the principles by which they 
operate. 

Pictured above is such a watch, the “Dial-O-Rama” pro- 
duced by Benrus. It has three rotating dial-discs and a dial 
with windows, but its basic construction is conventional. 
Actually, its minute disc and second star differ from the 
conventional minute hand and second hand in shape only. 

The important distinction between direct-reading watches 
and the conventional movement is that the hour disc jumps 
once an hour. This, obviously, cannot be accomplished with 
an hour wheel geared to the regular dial train and rotating 
continuously as in ordinary watches. Consequently, the 
direct-reading watch requires a different mechanism to 
advance the hours. It is this principle which requires 
exposition. 

The necessity of a jumping hour is evident. The swiftly 
moving seconds can be read as they pass a stationary pointe 
and the minutes can be similarly ascertained, but the hours 
could not be shown readily on a continuously rotating disc. 
If the aperture were just wide enough for one figure, there 
would be times when no figure at all showed through the 
window. Or if the aperture were wider it might be confusing 
whether the hour was coming or going. Hence the jump 
feature which causes the hour number to appear suddenly 
and remain motionless for 60 minutes. 

Figure 2 shows how the seconds star should be removed. 
A prong tweezer is made to straddle the second star which, 
with a light, upward. twisting motion, comes off. The minute 
disc is attached to the cannon pinion and may be removed 
in the same manner. The hour disc may be removed with the 
fingers. The three dial-discs are shown separately in the 
lower right inset of Figure 2. Generally these mechanisms 
have a dial support ring which may be removed by prying 
outward with a knife. In this operation, it is important not 
to pry up the dial which covers the discs; the dial is attached 
to the ring and should not be separated from it. 

Figure 3 will clarify the mechanism. The cannon pinion 
A (which supports the minute disc) is engaged with B, the 
impulse snail driving wheel. It is slotted at W so that the 
pin D of the snail C fits into it, gaining some angular free- 
dom. Thus the snail-cam C and the driving wheel B travel 
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This article will help you prepare to repair 

the new watches which tell time directly 

through apertures. Typical of the new styles 
now appearing on the market is the 

Benrus Dial-O-Rama, which you see pictured above. 


together counterclockwise. The snail-cam is attached to the 
movement by the left-threaded screw G, fitting through the 
washer F. This washer fits into both the lower driving-wheel 
hole and the hole of the snail-cam, and serves as the bearing 
for both. The thickness of the washer F is such that the 
snail-cam is never tight upon the lower driving wheel B— 
they are permitted freedom from each other. However, as 
the lower wheel moves around, it carries the snail-cam along 
with it because the pin D, fitting into the slot of B, is lodged 
against the end of the slot indicated by VW. However, should 
the impulse spring E come to the position shown, it would 
impel the snail forward. This is allowed since the slot in 
the lower wheel B will permit the pin D to advance counter- 
clockwise for an angular distance shown by Y. 

Riding loosely over the cannon pinion is the hour-star, 
shown in Figures 4, 5 and 6. (There is no hour wheel 
needed in such a mechanism.) Upon this star is mounted 
the hour disc. The cannon pinion, shown in Figure 3, is 
composed of two wheels, the regular pinion which is situated 
over the center post and the snail-cam driving wheel which 
is placed friction-tight on the cannon pinion (see Figure 3, 
A). When the cannon pinion turns the snail wheel B coun- 
terclockwise, it carries the snail above it because the pin D 
is riding in the circular slot. The snail impulse spring E is 
slowly pushed aside and tensed by the growing diameter 
of the snail’s circumference. J is a safety roller, acting in 
the same capacity as that on a balance staff. It prevents the 
accidental advance or regression of the star wheel H. In 
Figure 4, a point of the star wheel is shown close against 
the edge of the safety roller J. The arc X shows the path 
of the star points which encroach upon the circumference 
of the safety roller. 

The only time the star may be permitted to advance is 
during the sequence shown in Figures 5 and 6. In Figure 5 
the impulse spring EF is tensed to the peak of the snail-cam. 
At the same time, diametrically opposite, the safety roller’s 
passing crescent M is over a point of the star wheel H. 
Notice the position of the pin D. When the snail-cam is 
advanced just slightly, so that its peak is passed as shown 
in Figure 3, the angle of the impulse spring and the angle 
of the straight face of the snail cause the snail to jump a 
little bit forward in the counter clockwise direction. It can 
do so without dragging along the driving wheel B (Figure 3) 
because the slot in this wheel allows some angular motion 
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Figure 2 (far left): Removal of the sec- 
onds star and minute disc in the inset is 
accomplished by a pronged tweezer. The 
hour disc may be removed with the 
fingers. 


Figure 3 (left): The cannon pinion A 
has the larger wheel tightly attached to 
it, which turns slotted wheel B counter- 
clockwise. The lower pin of the snail C 
fits into this slot and thus the wheel B 
earries the snail along with it. When its 
beak passes the edge, as at EH, the snail 
jumps forward sufficiently to have the 
upper pin D advance a tooth of the hour 
star. Screw G is left-threaded and the 
washer F acts as the bearing for both C 
and wheel B. 











Figure 4 (far left): When the snail 
turns counterclockwise, it pushes the im- 
puse spring E backward. The star can- 
not move because of the design of special 
safety roller J. X indicates the path the 
tooth tips are required to travel which 
in this position encroaches on the cir- 
cumference of the safety roller edge. 


Figure 5 (left): When the beak of the 
snail has reached its zenith and has 
pushed the impulse spring E quite far, 
the impulse pin D is in position to sup- 
ply a sudden push to the tooth of the 
star. The cut-out crescent of the safety 
roller allows passage of this tooth. (See 
figure 3 for the following position of 
the impulse spring when the snail is 
advanced into the impulse position.) 


4. Remove the screw G, Figure 3. As shown in Figures 3 


of the pin. As the pin jumps forward, it contacts the tip of 


the star wheel H and causes it to jump one tooth forward and 7, this is a left thread and caution should be exercised in 


when it is locked in place by the hour-star jumper spring K. 
Only one tooth can advance because at the same time, the 
tooth to the left of the crescent will be stopped by the edge 
of the safety roller J. 

Figure 6 shows the final stage of this sequence. Here the 
face of the impulse spring E and the face of the snail-cam 
C have come together with the spring E forcing the cam in 
the direction with a sudden spurt. The pin D has jumped 
ahead with the cam, at the same time advancing a tooth of 
the star wheel H. The pin D is now midway in the slot of 
the lower wheel B. As the cannon pinion wheel A moves the 
snail wheel B counterclockwise, the slot of this wheel ad- 
vances until its left edge gathers up the pin and carries the 
snail along with it, repeating this sequence every hour. 

The hour-star jumper spring, not under as great a tension 
as the spring FE, will be pushed aside in this sudden surge, 
but when the spring £ is seated, as shown in Figure 6, it will 
be “stronger” and be able to lock the star wheel in place. 


Servicing the Dial-O-Rama Watch, Model FG 

1. Remove the dial support ring by prying up with a knife. 
Avoid prying up the dial or separating it from the dial ring. 

2. Remove the seconds star and minute disc as shown in 
Figure 2. 

3. Lift off the hour disc with the fingers (the star wheel 


is attached to it—do not separate). 
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removing it. Lift out the snail-cam C (part number 9613). 
Figure 3, its washer F and the snail-cam driving wheel B 
(part number 9616). 

5. Remove the impulse cam spring E (part number 9615). 

6. Remove the cannon pinon A but do not separate the 
wheel attached to it. 

7. Remove the hour-star spring 9610, Figure 8. 

The remainder of the movement may be dismantled in the 
conventional manner. 


Assembling the mechanism 


1. Position the cannon pinion (Figure 8) by twisting 
downward on the center post. (The “minute wheel” has 
beveled teeth to facilitate the positioning of the cannon 
pinion and lessen the danger of harming the cannon-pinion 
teeth). 

2. Position the impulse snail-cam spring (part number 
9615). 

3. Place the driving wheel 9616 over the screw-hole, so 
that its slot is in position along the axis A-B as shown by the 
dotted line. Make certain that the slot has its left edge on 
this imaginary line. 

4. Referring now to Figure 7, place the snail-cam with 
the safety roller upwards, fitting it over the driving wheel 
below it, so that the pin of the snail, emerging downward, 
fits into the slot of the lower driving wheel. 
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Figure 6: Here the planned angle of the 
snail face and that of the impulse spring 
have caused the snail to jump forward 
its pin D, pushing the star disc to its 
next figure. The star can only advance 
one tooth because of the safety-roller 
design. The cannon pinion teeth, shown 
by the dotted outline at A, continue to 
turn in the normal manner until the 
wheel teeth of B and its slot come up 
against the pin D. Then the snail travels 
along with D. 


Figure 7: To dismantle the mechanism, 
turn screw 59613 in the clockwise direc- 
tion to loosen. Then remove snail and 
washer 9614, hour jumper 9610 and its 
support. 


Figure 8: To assemble, first place the 
cannon-pinion wheel (242) in place. Re- 
place the snail-cam wheel 9616 and re- 
assemble the snail, so that its pin D fits 
into the slot of wheel 9616 and the slot 
is on the axis, as indicated by the dotted 
lines A-B. Reassemble the impulse 
spring 96k5. 
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5. While the unit is held in position with tweezers, place 
the washer (9614) in position in the center of the snail-cam 
and of the wheel below. 

6. Secure the left-threaded screw 59613 in place. Check 
for freedom of the snail-cam from the lower slotted wheel 
before tightening the screw. 

7. Position the jumper-spring seat 9611 and then the 
jumper spring 9610. 

8. Place the hour disc on the movement. Use a twisting 
motion so that the star attached to the underside of the 
hour disc is properly seated and positioned. 


Checking and testing 


1. The star-bushing should be level with the cannon-pinion 
shoulder. 

2. The disc should always lock. Its free range is about 
half the distance between numbers. 

3. Turn the crown toward you so that the dial train is 
turned clockwise. After each revolution of the snail-cam, the 
hour disc should jump to the next hour numeral. Make this 
test without having the minute disc in place, for greater 
visibility. 

4. Place the minute disc on the cannon pinion, aligning 
the zero position with the numbers 90° from the stem. When 
this is loosely in place, press the minute disc in place. 

5. Place the movement in the case. Place the dial with 
its support ring on the movement. The dial legs should be 
aligned with the corresponding grooves on the edge of the 
plate along the stem axis. 

6. Should the dial become accidentally separated from the 
dial support ring, align the dial legs with the grooves in the 
dial-suppert ring and then seat the dial in the ring. /n some 
cases, it may be necessary to reverse the position of the ring 
in order to center the red dot at the minute window. The 
dial leg should be true and the dial flush with the ring. 
Position of the shoulder of the ring effects the firm seating 
of the movement in the watch case. This can be checked 
only when the case is completely assembled. 

7. Check the alignment of the zero position of the minute 
disc. When the hour change occurs, the zero position should 
appear directly below the hour number, aligned with the 
red dot at the center of the dial window. When making this 
check, turn the stem very slowly between the Figures 55 
and 0. If the zero appears too soon or too late, reposition 


the minute disc. 


Special precautions and hints 


Do not lubricate any part of the disc mechanism. Only 
the cannon pinion should be oiled and this is done in the 
conventional manner. The holes in the disc may be used to 
facilitate shifting and viewing the parts underneath. Position 
the hour and minute disc while the movement is in the 
case. Never repair the movement while the discs are fixed 
to the movement. Remove the discs when making all repairs. 

If necessary, both the impulse spring and the hour-sta: 
spring can be bent while on the movement in this manner: 
Straddle the spring at the base with the points of a strong 
tweezer and bend in the desired direction with a massaging 
motion. Some of these models have a regular minute and 
sweep-second hand instead of a disc, although the hour disc 


remains as explained above. i 
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WORKSHOP 
QUESTIONS 


SADA WATCH REPAIRS: I have a 
watch made by the Sada Watch 
Co. The escape-wheel pinion is 
almost cut through by the fourth 
wheel. I cannot get another pin- 
ion as my material jobber says 
that it is a discontinued model. 
How is it possible for a brass 
wheel to cut through a steel pin- 
ion? Where can I get a replace- 
ment? Or can this be repaired? 
—Alfred Carlin, Neponsit, L. I. 


Answer: The Sada Watch Co. 
is long out of business; it is 
doubtful that you can obtain a 
complete escape wheel although 
you could obtain a pinion and 
finish it to fit. However, an ex- 
pedient repair is possible with- 
out too much mechanical effort. 
If the level of the fourth wheel 
is changed so that it engages an 
unworn section of the pinion, 
your watch should last for years. 
Cut back the wheel shoulder of 
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the fourth-wheel pinion so that 
its height is changed. Or cup the 
wheel in the direction of the 
nearest undamaged section of 
the pinion. The latter is not 
esthetic in appearance but it will 
work if the cupping does not re- 
duce the active diameter of the 
fourth wheel. The brass fourth 
wheel probably wore the escape 
pinion because it had abrasive 
powders imbedded in its teeth. 
Sometimes the wheel teeth are 
worn because of faulty design or 
rough pinion leaves. When the 
old-time watchmaker got in a 
job like this, he merely removed 
the worn wheel from its pinion, 
turned it over like a flapjack 
and re-mounted it on its pinion. 
Then the unworn half of the 
wheel could take over until that 
side wore too. By that time, 
either the customer or the 
watchmaker or the watch wasn’t 
around. Of course, all this falls 
in the category of expediency 
but the fastidious watchmakers 
were able to replace parts by 
finishing off rough stock or 
make new pieces without much 
trouble. 


WATCH WITH SMOOTH BALANCE: 
I have just received for repair a 
watch which has a smooth bal- 
ance, no screws. It seems that it 
has been repaired once before 
with replacement of a new staff. 
The balance, as a result, is out- 
of-round. How may I poise it? 
—R. Figueroa, Miami, Fla. 


Answer: A few Swiss watches 
are now made with the screwless 
balance and there is much to 
recommend this construction 
(screws are dust catchers, tur- 
bulence instigators and very 
often are the real culprits when 
a watch stops without apparent 
cause). 


In your case, the fault is not 
with the watch or its balance. 
The blame rests with the last re- 
pairman who incorrectly re- 
placed the staff. He did no more 
to that watch than he probably 


did to others, and—if he applied 
the same repair “technique” to 
watches with screw-balances— 
they were even more marred be- 
cause the screw balance is 
weaker and has a thinner rim. 
With the screw balance he could 
have filed or drilled countersinks 
in the screws, to mar the watch 
further. If he drove out the old 
staff, as he most likely did with 
all his repairs, he would, of 
course, distort the screw balance 
as well. Since practically all 
watches today have solid bal- 
ances, there would be no way of 
truing them. The best that he 
could do (if he did it) would be 
to poise the balance by remov- 
ing existing weight. Light spots 
would be on the part of the rim, 
compressed so that its curve 
would now be closer to the cen- 
ter of the balance, and the 
threads of the screw would be 
compressed by the distortion of 
the balance. Often in attempt- 
ing to remove a screw for the 
purpose of placing a timing 
washer under it, the screwhead 
is torn off, leaving the thread- 
stump in the balance rim. There- 
fore, in repairing the blunders 
of others the careful and fastidi- 
ous watchmaker is wise to de- 
crease the weight of the bulged- 
out part of the balance rim. To 
slow down the vibrations as a 
result of this lightening of the 
balance, he should let out some 
of the reserve hairspring length 
from the stud. 

Now for the screwless bal- 
ance. If the old staff was cut 
out as recommended by every 
maker of watches, the balance 
would not be distorted. This ap- 
plies to all types of balances. 
There is no excuse for neglect- 
ing this type of operation when 
removing a staff, especially to- 
day with the cheap availability 
of carboloy gravers. If this is 
done and genuine materials are 
used, any type of balance will 
perform exactly as it did before 
repair. The screwless balance 
has even a better chance of sur- 

(please turn to page 128) 
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ULTRASONIC CLEANING 


by the 


nationally acclaimed, 


magneto-stricti ve, 





method 


Complete in one Cabinet, 81% x 13” (Not an attachment) 





CLEANS, RINSES, DRIES— ONE OR SEVERAL WATCHES AND PARTS AT ONE TIME 





Fast, — Thorough, — Safe 


Reaches even the smallest, most remote recesses 
Magnetizable chips can’t recirculate in solution 
Rarely need watch train be completely taken apart 
Engineered and manufactured in our own plant 
Fully guaranteed and backed by more 


than 20 years experience in producing 
electronic instruments for watchmakers. 





American Time Products, 
Ine. 
580 Fifth Ave., New York 36, N.Y. 
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See and try the entire 
WatchMaster Line 


American Time Products, Inc. 


580 Fifth Ave., New York 36, N.Y. 


Gentlemen,—Without obligation, please arrange to 
demonstrate at my bench, the instruments checked. 


[] Cleaner [] Tape WatchMaster [] Drum WatchMaster 
[] Elimag [| Pivot-Master 


Name 


Store 
Address 


City, State 





WORKSHOP (continued) 

viving repair procedures, be- 
cause its rim is not weakened by 
drilling of holes and _ force- 
threading. However, should such 
a balance be encountered where 





PROTECTED Profits 
PROTECTED Distribution 


(550 hy 


Write for the 
availability of a 
Authorized 
Agency in your 
community 


HOLZER WATCH 


SOT FIFTH AVE ae * 


the previous repairman unskill- 
fully “banged” out a staff and 
“hammered” in another, poising 
can be effected by removing 
weight from the inside of the 
rim. Place a number 20 (.020 
in.—.50mm) drill into a small 
screwdriver and drill a small 
countersink inside the rim at the 
“heavy” spot. Theoretically, if 
the balance has been ovalised 
equally in all directions the bal- 
ance will be in poise. Actually, 
good timekeeping depends on 
poise, not truth of the balance. 
“Dynamic-poise” does not con- 
cern watch balances, but only 
large masses on a co-axle mass, 
like two train wheels on the 
same axle, separated by consid- 
erable distance. The balance 
has but one rim, pivoting on the 
extremities of its own axle. 

If, after poising, the watch 
gains time, its tail-less regulator 
permits wide range of regula- 
tion. If this does not suffice, let 
out some of the reserve length 
of spring from the stud and re- 


fasten the stud and hairspring. 
Watchmakers should acquaint 
themselves with this type of bal- 
ance, as no doubt they will be 
seeing more watches using them. 
oe ae Owe 
MAKING A MAIN WHEEL: I have 
an old American clock marked 
Terry and Andrews. I need a 
new main wheel for it. The en- 
tire clock is made of wood, in- 
cluding the wheels and pinions. 
Where can I have the wheel 
made ?—J. B. W., Binghamton, 
ap 


Answer: These clocks are now 
being sought as collectors’ items, 
and the wheel should not be dif- 
ficult either to repair or make. 
New teeth can be inserted by 
dovetailing a new piece of good, 
close-grained, seasoned wood. To 
get the exact shape of the new 
teeth, make a paper, cardboard 
or zinc template and trace 
around this about three more 
teeth than you need from a good 
portion of the wheel. Next move 
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HAVING TROUBLE WITH RING-SIZING? 


Don’t keep your customers waiting for 
ring-sizing jobs. The Kagan Ring Sizer re- 
duces or enlarges wedding rings several 
sizes quickly and easily. Here’s an end to 
the old fashioned cut-file-solder method 
of ring-sizing. The Kagan helps you build 
sales, move inventory and save time and 
money on sizing jobs. Only $159.78. Order 


from your Jewelers’ supply house, 

For full details, write to... 
HAMMEL RIGLANDER AND CO.,INC. 
Box 100, Madison Square Stations New York 10, N. Y. 





Custom Built Watches Since 1886 


5 t ; 


styled and 
merchandised 
TODAY 

to meet 
TODAY'S 


watch problems 
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for retail jewelers only! 


's 


Exclusive Distributors in the United States and Canada 


WINTON WATCH COMPANY 


64 WEST 48th STREET, NEW YORK, N.Y. 
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increase profits by 
Engraving your own Jewelry 


in 

STORE 
SHOP 
FACTORY > 


& 

Special Multi-Grip © 

vise holds articles of ® 

any shape. Inexpensive ® 

CNP-j Panto- Engraver © 

cuts sharp and clean in ® 
stainless steel, gold, silver, other metals. ® 


FOR THE JEWELRY MANUFACTURER 


The 3D-5 Panto- -Engraver ae 
Cuts medallion, ring and jewelry —, 


Mode! CNP.J 





steel stamps or any bas-relief design 
well as lettering, name plates, Srapiten. 


signs, etc. 
Medel 3D-5 





A Full Line 
of 


Engraving 
Equipment 
and 
Accessories 


Liberal Terms Arranged. 

Small Monthly Payments. 

Write for complete details and prices. 
For immediate attention write dwectly 
to manufacturer below. Ask for nearest 
representative. 


TRADE MARK 





H. P. Preis Engraving Machine Co. 
657 U. S$. Highway 22 Hillside, N. J. 


m™ eee er rrr - 














Dept. C 


WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 
Peoria, Ill. 
Students may enroll at any time of the yeer 
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ACON WATCH CROWN emg 


50 Eldridge St, 
Man 


New York 2, N. Y. 





29 East Madison Street, Chicago 2, Illinois | quires 


Wat Can ipctingf/ 


Stal 
we voor Serencerenhe & "7 
~—- 4 = = 5 a... 


BECKER-HECKMAN COMPANY | 
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_ type of chime and the musical | 


the tracing over to the broken- 
out part of the wheel and have 
two teeth on either side of the 
break match those on the draw- 
ing. Then you will have a tem- 


plate of exactly the shape of the | 
missing teeth and you can cut or | 
you | 
decide to have one made, write | 


file around it. If, however, 


to George Schlehr, Sr., Morris- 
ville, N. Y., who specializes in 
this kind of work as well as reg- 
ular wheel and pinion cutting. 


* * * 


GERMAN CHIME CLOCK: I have an 
ll-tube Jacques German chime 
clock with the following identi- 
fication marks: 


Please give me the name and 











| scale so that I can get the chimes 
to strike in proper sequence. I 


sere 


_dral chimes” 





| would also appreciate the music | 
of the Whittington, Canterbury 
' and Cathedral chimes if at all 
| possible.-—C. W. 
_ ling Jewelers, Gloversville, N. Y- 


Gerling, Ger- 


Answer: This clock was im- 


ported by Geo. Borgfeldt & Co., 
| 44 E. 28rd St., 
are few chimes for 11 bells, and | 


New York. There 


we show three of them below. 


INGTON (Bow) ELecvew BELL Colmes 


==. rene pe fee 


(CaATHED 


wert 


12 Quaeren rly T a 
Gant ER BU 


aceieiaiaan 


22? Quek TER 32) Qvueeree 





= 
4 QuaeteR 


rectors ae 
=: vigies] ide? 7 
aayylg’ Sire —_ 


fridge f jért 


Two are in the key of C, the 
| other is the “American” version 
| of the Whittington Chimes and | 
_is in the key of D. The “Cathe- | 
you ask for are | 
| probably the Canterbury Cathe- | 
_dral chimes. 


However, this re- 
only six tubes or bells. 

















17) NEWALL’S MODERN 
€w MATERIAL ASSORTMENTS 


FOR THE WATCHMAKER 


Priced Well Under The 
Parts to Save You Money 


INCABLOC MATERIAL 


Our latest assortment in a 12 bottle cabinet. Con- 
tains 3 each of the 3 best sizes of upper and lower 
springs, 4 unset cap jewels and 5 balance jewels in 
settings, a total of 18 pieces in all. The new small 
sizes used for 6FC Wittnauer, Universal, Tissot 
and Girard Perregaux are included. 


Asst. $702A 


Cost of Individual 


Each $6.75 


A. S. 1361 AUTOMATIC PARTS 
REPAIR KIT 


One each of the 12 best Automatic parts in a hand- 
some leatherette cabinet with chart. Used for over 
35 different calibers which are basically A.S. 1361. 
Every popular automatic part included: axles, wheels, 
clicks, springs, etc. 


Asst. $2000 Each $8.00 











SWEEP SECOND 
HANDS by BOREL 


Assortments in 12 
and 24 bottle 
Ngee cabinets 


Write for 
full information 
and free samples 


JULES BOREL & CO. 


1110 Grand Ave., Kansas City, Mo. 





























SINCE 1877 
Bowman Tech. School 


Courses in Watchmaking, 
Engraving, Jewelry Repairing 
You can enter anytime. 


Mr. Jeweler: You should encourage young men 
to take this training. We never have enough 
graduates to supply the demand. 

Send for free Catalogue 


‘Your Future & Our School’’ Bowman Bidg., Lancaster, Pa. 


‘ & 


Registrar 
r 


Courses Approved for 
Veterans & State Rehabilitation 

















CLASSIFIED ADS 


RATES AND REGULATIONS 


Remittance in Advance 


“SITUATION WANTED" —-Regular type $2.00 first 25 words; 
tional words, 10 cents per word. Heavy type $7.00; 


addi- 
addi- 


tional words 25 cents per word. 
“HELP WANTED”—"LINES WANTED”—and “SIDE LINES”"—Regular type $4.00 


first 25 words; additional words 15 cents per word. 


Heavy 


type $7.00 first 25 words; additional words 25 cents per 


word. 


ALL OTHER HEADINGS—Regular type $8.00 first 25 words; addi- 
tional words 25 cents per word. Heavy type $12.00 first 25 
words; additional words 30 cents per word. 


® Name, Address, Initials and Abbrevia- 
tions count as words. 

© If answers ere to be forwarded, 20 cents 
extra to cover postage must be enclosed. 

® No Agency Commission. 


In answering Box Numbers address envelope “Box —,” 


® Advertising matter addressed to classi- 
fied advertisers will not be delivered. 

® Classified ad form closes 10th of the 
month preceding date of issue. 

® A box number when used in ad counts 
as five words, that is, “Address #13, 
care of J C-K.” 


care of Jewelers’ 


Circular-Keystone, unless otherwise instructed. In answering ads, do not enclese 


original letters of recommendations. 


JEWELERS’ CIRCULAR-KEYSTONE, CHESTNUT & 56TH STS., PHILADELPHIA 39, 


PA. 











Situations Wanted 








Swiss, 30, married: 
wide experience: wishes position in 
Florida or Puerto Rico. Address “M., 
4275." care of JC-K. 


WATCHMAKER : 





BOOKKEEPER: light steno. mature: 13 
years in responsible position with dia- 
mond jewelry wholesaler. Address “H., 
417,"" care of JC-K. 





JEWELER-DIAMOND SETTER: repairs 
and special orders: wishes to relocate: 
will travel. Address “S., 4296,” care of 
JC-K. 





WATCHMAKER desires permanent posi- 
tion; a Bulova graduate; excellent ref- 
erences ; prefer New York. Write Emilio 
Perez, 240 Madison St., N. Y. C. 





FEMALE; thorough experience wholesale 
or mfg. firm order and repair dept., 
mounting of customers and stock dia- 
monds. Address “F., 4325,” care of 
JC-K. 


MANAGER: 25 years’ 
phases credit business: real executive 
ability; forceful salesman: can handle 
credits, promotions, buying, advertising. 
Address “J., 4319,’ care of JC-K. 


experience; all 





WATCHMAKER with sales 
years old, in good health: have not 
slowed down in production of good 
work and alertness in making sales. 
Address “P., 4339,”" care of JC-K. 


ability; 60 





WATCH repairman; 9% years’ experience: 
can do some jewelry repair: ring siz- 
ing; married, 1 child; desires position 
in Middle West; Dakota preferred. Ad- 
dress “B., 4329,’ care of JC-K. 





SALESMAN: excellent following: seeks 


volume ring or charm line: New En- 
gland, New York, New Jersey, Penna., 
Md.; must have active accounts. Ad- 


dress “G., 4211,"’ care of JC-K. 








ENGRAVER; dependable and thoroughly 
experienced ; recent Gemological Insti- 
tute graduate: desires combination sell- 
ing and engraving duties. Address 
“M., 4334,” care of JC-K. 
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SALESMAN with following of better 
jewelry stores in California seeks major 
outstanding line of 14K charms, brace- 
lets, rings and men’s jewelry. Address 
“S., 4280,” care of JC-K. 





WATCHMAKER desires position in Pitts- 
burgh, Pennsylvania, or vicinity : twenty 
years’ experience; 39 years old; excel- 





lent references; now employed. Ad- 
dress “‘N., 4281,” care of JC-K. 
MANAGER, SALESMAN — 37; family 


man; 13 years’ experience in all phases 
of cash and credit store operation; will- 
ing to relocate. Address “K.., 277," 
care of JC-K. 





MAN FRIDAY; 10 years’ experience with 


national advertised diamond watch 
firm ; showroom sales: capable of super- 
vising production, office, bookkeeping, 


| ’* 


correspondence. Address “B., 415, 
of JC-K. 


care 





WATCHMAKER, engraver, clockmaker, 
jeweler; 25 years’ experience in finest 
stores; Bowman graduate; buying and 
sales experience; 10 years’ self-em- 
ployed. Address “S., 4317,” care of 

a 





better jewelry, desires 
change; territory, Delaware, Eastern 
Shore, Maryland, Pennsylvania, Dis- 
trict of Columbia; established line only 
considered: good references. Address 
“W., 4147,’ care of JC-K. 


SALESMAN 





WATCHMAKER; 20 years’ experience; 
fine watches, ring sizing and some dia- 
mond setting; family man, 40 years 
old ; will make change for right proposi- 
tion; no trade shops: will answer all 
ads. Address “G., 4335,” care of JC-K. 





DEPENDABLE ; sales- 
man, available 
Jersey retailers 
trade; weekly salary 
bondable. Address “S., 


precious jewelry 
Manhattan or North 
serving better class 
$150: age 52; 
4336,”" care of 





seasoned, capable, 
speedy benchman; varied background 
shop store estimating selling; salary 
percentage or concession for permanent 
promising relationship. Address “A., 
4348,” care of JC-K 


WATCHMAKER ; 











watchmaker 
managing de- 
partment seeks position as right-hand 


MANAGER and 


presently 


STORE 
combination 


New York City or 
Address 


man or manager; 
vicinity ; excellent references. 
“S., 4312,” care of JC-K. 





DIAMOND buyer and assorter; 15 years’ 
experience ; capable knowledge of loose 
and mounted diamonds; wishes to con- 
nect with established, reputable firm; 
best references. Address “C., 3554,” 
care of JC-K. 





NATIONALLY ACQUAINTED salesman ; 
52; seeks briefcase line attractive com- 
petitively priced diamond rings; em- 
ployed now prominent store Manhattan 
area; $12,000 draw. Address “S., 4291,” 
care of JC-K. 








WATCHMAKER-SALESMAN: married; 
age 40; 22 years’ experience in all 
phases of store operation; operating 
own repair shop; will relocate any- 
where; prefer South or Southeast loca- 
tion. Address “R., 4290," care of JC-K. 





JEWELER, diamond setter; 28; married; 
experienced in repairs, special order 
work gold and platinum; 12 years’ 
European and American training; ref- 
erences; would relocate, preferably 
West Coast for steady position. Ad- 
dress ““M., 4337,”’ care of JC-K. 





MANAGER: married: 38: superior sales- 
man; 15 years’ experience; creative 
sales, display, credit can also hard sell; 
finest lines diamonds, watches, sterling, 


fine china, gifts, etc.; will relocate; fin- 
est references. Address “‘C., 42389,” care 


of JC-K. 





GENERAL MANAGER; top level, AAl 
references; U. S. citizen; seeking 
position with leading company; spe- 
cialized jewelry; industrial dia- 
monds; gem diamonds (buyer) re- 
lated fields; willing to move; avail- 
able: address, “K., 4316," care of 
Jc-K. 





CERTIFIED GEMOLOGIST: wanting a 
better position with a fine jewelry 
store: 11 years’ experience in watch- 
making and selling retail: presently 
holding position as Certified Master 
Watchmaker and Jeweler, plus a knowl- 
edge in Lapidary. Address “S., 4321,” 
eare of JC-K. 





CAPABLE, trustworthy, reliable and 
alert man with long-time and thorough 
experience in many phases of the dia- 
mond trade, is willing to take position 
in responsible capacity with reputable 
New York firm as buyer, appraiser 
and/or assorter: first-class references. 
Address “A., 4344," care of JC-K. 





CERTIFIED watchmaker; 14 years’ ex- 
perience; desires position as salesman, 
assistant manager or watch and jewel- 
ry repair estimator for progressive 
future: prefer South or Southwest; 
married, 1 child; 41 years old; honest, 
ambitious and dependable. Address “B., 
4341,” care of JC-K. 





ANGELES: supervisor - manager, 
merchandiser, salesman: dia- 
watches, silverware, jewelry; 
background; qualifications, 
brilliant record sales producer top in- 
dependent, chain, major department 
stores; key man for ambitious organi- 
zation. Telephone DUnkirk 7-2865. 


LOS 
buyer, 
monds, 
exceptional 





SALES: capable young 
presently employed retail 

thoroughly experienced 
jewelry business; ambitious, conscien- 
tious, very adaptable; present salary 
over $7000; desires better opportunity to 
prove ability: references excellent; will 
relocate. Address “L., 421," care of 
JC-K. 


CREATIVE 
family man; 
credit store; 
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WATCHMAKER - OFFICE MANAGER, 
44; capable, seasoned benchman esti- 
mator; business administration degree 
accounting retailing; working knowl- 
edge taxes systems: prepare analyze 
interpret financial statements : respon- 
Sible, conscientious individual for bench 
desk or combination. Address “A. 


4349,” care of JC-K. 


MAS T ER WATCHMAKER: over 35 
years experience; Patek Philippe, 
\ acheron-Constantin and like grades: 
complicated, ete.; finest habits: neat 
appearance ; congenial and capable store 
supervisor; must have permanent posi- 
tion; can only accept better type sub- 
stantial firms. Address “D., 4307.” care 
of JC-K. ; 


MASTER WATCHMAKER with 40 years’ 
experience with all types of fine 
watches ; excellent habits: finest refer- 
ences; Capable store manager; gemolo- 
Sist; wishes permanent position as 
watchmaker or store manager: have an 
unusually broad experience: state sal- 
ary and duties. P. O. Box 796. Mobile 
Alabama. ; 


WILL MEET you anywhere in the U. 
S. for an interview; experienced 
merchandiser and buyer of jewelry, 
lamps, gifts, general merchandise ; 
topflight supervisor of retail credit 
operations with strong background 
in exploitation of chain store, leased 
departments and discount units: 
references from men in the indus- 
try will attest to successful man- 
agement as well as proven promo- 
tional newspaper, direct mail and 
in-store results; not seeking “Just 
Another” deal, but a permanent. 
mutually profitable association with 
aggressive company offering genuine 
opportunities; please re-read this ad 
— “E, 4301,” care of 


MENGES ACCEL AEE LI LONDEN CO 2 EMS ME 
Lines Wanted 














WEST COAST representative with well 
established retail clientele, desires 
non-conflicting factory lines at once: 


address, “K, 4328,” care of JC-K. 





SALESMAN; 20 years calling on retail 
jewelers on West Coast; wants top 
grade costume, sterling, gold filled 
and gold jewelry lines; address, ““M. 


4324” care of JC-K. 


NORTHWEST representative seeks pri- 
mary source for loose diamonds, mem- 
orandum basis: want larger sizes. all 
qualities ; competitively priced : all sales 
cash. Address “N., 4330,” care of JC-K. 


SALESMAN, hard-hitting, well estab- 
lished, better jewelers: 10 years own 
concern, seeks reputable manufacturers 
line for the East; commission basis. 
Address “B., 418,"’ care of JC-K. 





SIDE line of findings, gold sterling, silver 
and gold filled; experience with good 
following; 8 years traveling: New York 
through to North Carolina. Address 
“M., 3083,” care of JC-K. 


WELL-ESTABLISHED fine watch 
salesman now calling on retailers 
wants line for Ohio, Indiana, and 
western Pennsylvania; only top lines 
or draw will be considered; address, 


“E, 4265,” care of JC-K. 











SALESMAN: aggressive, competent; de- 
sires change; good following in Phila., 
Baltimore, Washington, Eastern Penna. 
and New Jersey of jewelry jobbers, 
premium and catalogue houses. Address 
“R., 4276,” care of JC-K. 


ESTABLISHED SALESMAN with follow- 
ing for Kansas, Missouri, Oklahoma and 
surrounding area representing major 
jewelry or display lines; excellent ref- 
erences. Address “E., 4352,” care of 
JC-K. 


MANUFACTURERS representative, well 

established ; now calling on retail jewel- 
department stores and discount 
houses ; wants lines for the West Coast; 
office in San Francisco. Address “A., 
4342,”" care of JC-K. 


ers, 


ESTABLISHED manufacturers repre- 
sentative with powerful line, has open- 
ing for additional line; travel Midwest 
and South to wholesale jewelers and 
material jobbers; references. Address 
“O., 4318,” care of JC-K. 


EXPERIENCED diamond and jewelry 
salesman seeks manufacturers line for 
fall; wide following; volume in better 
stores; full time operation desired but 
could use a companion to present line; 
top references. Address “W., 4340,” 
care of JC-K. 


SUCCESSFUL salesman, Southern terri- 
tory, desires manufacturers line; com- 
panion line augumenting present men’s 
jewelry to better stores; experienced 
all types of jewelry; top references. 
Dave Weinstein, 5790 S.W. 39th St., 
Miami, Florida. 


CALIFORNIA Gruen Watch representa- 
distribu- 


tive, disassociated by jobber 
tion, available; formerly Columbia 
Diamonds, Croton Watch, National 


Silver; California, Arizona, New Mexi- 
co; unlimited references; important 
volume. Address “C., 4288,” care of 
JC-K. 


STRONG secondary lines needed for 
New York, Penna., Ohio & New 
England States; | carry a powerful 
line of low priced watches and 
clocks, calling on all classes of trade 
including Dept. Stores, wholesalers, 
catalog houses, club plans; com- 
mission; Address, ““R, 419,” care of 


JC-K. 





AVAILABLE Now—One of the West's 
most successful and aggressive sales- 
men, to call on wholesalers, chain 
stores, discount houses, etc., Excep- 
tional record will stand rigid investi- 
gation; all replies held in strictest 
confidence; will be in New York in 
mid July for interviews; if you have 
a good line which needs top quality 
Western representation address, “C, 


4219,” care ef JC-K. 





HIGHEST ranking ace traveling repre- 
sentative available for Fall; strong 
salesman with following is needed 
now; 35 years selling in principal 
Eastern Cities; New York to Michi- 
gan; desires strong jewelry lines on 
strictly commission basis; gold, 
platinum, diamond lines, emblem 
line, traveling clocks, watches, pro- 
motion mdse.; have most powerful 
connections in the country with job- 
bers, credit, department stores, large 
retail stores and all other types of 
outlets; you cannot fail with this 
five star ace; what have you to offer; 
address, “I, 4355.” care of JC-K. 
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Side Lines 





MANUFACTURERS of complete gold 
wedding ring line; nation wide mail 
order following ; commission basis. Ad- 
dress “K., 3560,” care of JC-K. 





or Midwest terri- 
bracelet and 
com- 
Co., 


SALESMAN for East 
tory—to carry charms 
gents’ ring line for manufacturer ; 
mission basis. Charmant Jewelry 
93 Nassau St., New York 38, N. Y 








SALESMEN WANTED to sell hand- 
painted sterling silver enameled jewel- 
ry: 20% commission. F. A. Hermann 
Co., 20 Belmont Place, Melrose High- 
lands 77, Massachusetts. 


SALESMEN with established territory to 
carry a popular priced gold ring line; 
commission; state experience, territory 
and references. Schwartz Jewelry Co., 
Inc., 850 Elk St., Buffalo 10, New York. 








SALESMEN, with following, wanted for 
selected line of men’s and ladies’ Dill- 
folds: 10% commission; references and 
personal information desired. Silon 


Elm St., Cin- 


Products Co., Inc., 406 
cinnati, Ohio. 
TRAVELING salesman wanted to carry 


our line: ladies’ and men’s gold birth- 
stone rings and 14K crosses to jobbers 
and chain stores; commission; for 
Pacific Coast: man for Chicago. Ad- 
dress “C., 4323,” care of JC-K 


SIDELINE salesmen wanted to carry 
fast selling ladies’ and gents’ rings; 
established territory with excellent op- 
portunity ; high commission ; correspon- 
dence confidential. Address “420, 
of JC-K 


care 


EXTENSIVE line of mountings including 
fancy cocktails, baby rings, engagement 
and wedding ring sets and gents’ rings 
and earrings: 10% commission basis; 
most territories open; catalog to help 
sales. Address ““M., 4260,” care of JC-K. 


SALESMAN, for prestige watch line, 
with retail jeweler following; two 
choice territories available (1) New 
Jersey & Penna. (2) South; better 
than average draw; give particulars 
first letter: replies confidential; ad- 
dress, “F, 4350,” care of JC-K. 


SALESMAN with established territory to 
the retail jewelry stores to carry our 
general line of 14K ladies’ and gents 
stone rings, dinner rings, cuff links, 
crosses in 14K: drawing against com- 
mission. Address “C., 4347,” care of 
JC-K. 

SALESMAN wanted in California terri- 
tory to represent the finest line of 
Mareasite jewelry in U. S. will be in 
Los Angeles from 4th to 10th of July 
with complete line for interviews. Sye 


Korsen, c/o Herbert Berke, 3032 Bag- 
ley Ave., Los Angeles 34, Cal.; after 
10th of July write: “B., 4353,” care of 


JC-K. 


RTE RNIN ATTIC AI PRS A AOR 
Help Wanted 














EXPERIENCED WATCHMAKER to 
work in an old established store in the 
Southwest. Address “H., 4279,” care of 

JC-K. 


FINE hand 
jewelry store. 
E. Congress, 
Maine 3-8605. 


engraver for high grade 
Grunewold & Adams, 60 
Tucson, Arizona; phone, 


(Continued on page 132) 
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(Continued from page 131) 





SPECIAL order clerk; willing, experi- 
enced for steady job; male or 
female; A. Jaffe & Son, Inc., 64 W. 
48th St., New York 36, N. Y. Plaza 


7-731  - 





WANTED two experienced assistant man- 


agers for store in Middle West; state 
experience, salary expected, etc., in 
first letter. Address “W., 4308,” care 
of JC-K. 


EXPERIENCED and cheerful saleslady, 
25-50, accustomed to working in a bet- 
ter grade jewelry store to sell jewelry, 
watches, silver and china. Grunewald 

& Adams, Box 270, Tucson, Arizona. 








SALESMEN wanted for South and South- 
east to carry line of gold and platinum 
mountings for manufacturer established 
30 years with many active accounts. Ad- 
dress “M., 4343,” care of JC-K. 





WANTED: two experienced jewelry sales- 
men for Middlewest jewelry store; per- 
manent position; state salary expected, 
references, etc., in first letter. Address 
“W.. 4310,” care of JC-K. 





SALESMAN to represent a manufacturer 
with wedding rings as a side line on 
commission basis; quick selling prod- 
uct; write in detail. Address “S., 4295,” 
eare of JC-K. 





SALESMEN for New England and New 
York State; fine trade marked line; 
gold, gold filled and sterling jewelry 
to retailers: established accounts; 
drawing. Address “*A.., 6.” care 


of JC-K. 








DIAMOND §assorter and _ assistant 
buyer; must have top grading abil- 
ity particularly for color; state ex- 
perience and references; A. Jaffe & 
Son, Inc., 64 W. 48 St., New York 
36, N. Y. Plaza 7-7317. 


MANUFACTURER of better costume 
jewelry and prestige line of religious 
goods wants salesmen with follow- 
ing among retail jewelers; 15% 
commission: address, “W, 4249,” 


eare of JC-K. 








WATCHMAKER, experienced: five day 
week: ideal working conditions in 
Northern Ohio City, permanent job: 
state age, experience, salary expected, 


in first letter. Address “R., 2165," care 





of JC-K. 
MANAGER-SALESMAN — small chain, 
large volume, credit store; midwest: 


300,000 population: must be capable of 
directing sales, credits, and merchan- 
dising; salary plus profit-sharing plan. 
Address “G., 4287,” care of JC-K. 





WANTED: two experienced watchmakers 
for Middlewest to do repair work on 
all makes of watches; permanent posi- 
tion: state salary, experience, etc., ex- 
pected in first letter. Address “W., 
4311,” care of JC-K. 





LARGE retail jewelry chain offers won- 


derful opportunity to ambitious young 
men to join Managers Training Pro- 
gram: good starting salary. Write 


Melvin R. 


Rudolph, Rudolph’s, 541 S. 
Clinton St., Syracuse 1, N. Y. 





SALESMAN wanted for all territories 
for new patented Spill-Proof Pill Util- 
ity Boxes: beautifully decorated for 
jobbers, chains, department stores. 
Justrite Ceramic Co., 45 W. 34th St., 
New York 1, N. Y. 
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SALESMAN wanted to carry nationally 
established line 14K watch attach- 
ments, pins, and pendant drops to job- 
bers and chains; New York area resi- 
dent for East Coast coverage. Address 
“M., 4327,” care of JC-K. 





WANTED; a first class combination 
watchmaker-jewelry repairman or com- 
bination watchmaker and engraver: 
must be experienced. Address Fluhrer's 
rey Store, 17 W. Market St., York, 

a. 





MANUFACTURER wants salesman for a 
high price custom jewelry line for the 
better jewelry and department stores: 
could be side line; high commission; all 





territories open. Address “C., 4338,”’ 
care of JC-K. 
FLORIDA credit jewelry store, requires 


the services of an experienced manager ; 
state age, references, by whom em- 
ployed past 10 years and in what ca- 
pacity and salary expected. Address 
“F., 4314,” care of JC-K. 





SALESMEN for Southern territory; 
America’s finest, largest and best 
known line of Scarab jewelry, disc 
jewelry and identification bracelets; 
established accounts; drawing; Ad- 
mark, 714 Sansom St., Phila. 6, 
Penna. 





WANTED; two manufacturing jewelers 
for store in Middlewest, who can do 
jewelry repair, some special order work 
and stone setting; permanent position ; 
state salary expected, experience, etc., 
in first letter. Address “W., 4309,” 
care of JC-K. 





JEWELER: stone setter, engraver: must 
be A-1 man for A-1 job; top pay and 
ideal working conditions: permanent: 
fine store; write giving full particulars. 
Charles G. Rhoads and Son, Registered 
Jewelers, AGS, 201 Orange Ave., Ft. 
Pierce, Fla. 





WELL KNOWN costume jewelry manu- 
facturer, established territory has open- 
ings for Fall season; sales representa- 
tives with following: jewelry and 
specialty stores ; Illinois, Indiana, 
Michigan; highest commission. Address 
“A., 4206,” care of JC-K. 





CLOCK and watch salesman with follow- 
ing among retailers in New York and 
Connecticut wanted by importer of es- 
tablished low priced Swiss watches and 
imported clocks; existing accounts will 
be turned over. Address “‘B., 4351," care 


of JC-K. 





SALESMAN for Illinois, Wisconsin and 
other Middlewestern states to repre- 
sent nationally known New York 
ring house; extensive diamond ring 
and colored stone delivery line: 
drawing against commission; reply 
in confidence; address, “S, 4326,”’ 
eare of JC-K. 





AVAILABLE NOW; complete line of the 
highest grade by manufacturer of 14K, 
sterling silver and gold-filled jewelry 
consisting of charms, bracelets, ear- 
rings, brooches, men’s jewelry, etc., for 
the Eastern coast; fine opportunity for 
the right man. Address “C., 4332,” care 
of JC-K. 





RETAIL salesman with well rounded ex- 
perience for high type Wisconsin credit 
jewelry store; splendid opportunity for 
nice appearing, personable, top flight 
salesman; include references, picture, 
salary desired, experience and other de- 
tails in first letter. Address “G., 4331,” 
eare of JC-K. 
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TOP money-making line requires the ser- 
vices of salesmen in all territories with 
strong department. store following; 
must have only one or two other top 
lines and give thorough territory cover- 
age: our salesmen know of this ad: 
write full particulars. Address “V., 
4333,”" care of JC-K. 


SALESMEN calling on jobbers and large 
chains to sell newest development in 
watch attachments since the expansion 
band ; already adopted by several major 
watch manufacturers; popularly priced 
for high volume sales; commission 15% ; 
several territories still open. Address 
“F., 4304,” care of JC-K. 





JEWELER with business ability and a 
good mechanic; we are expanding our 
business and interested in a man ¢a- 
pable of supervising a shop: give in- 
formation in detail in first letter, 
married or single, experience and where 
in the past employed; confidential. Ad- 
dress “S., 4293,’ care of JC-K. 





SALESMAN-MANAGER — Volume credit 
store has position for dynamic, top man 
to assist owner in store functions: ad- 
vise past business responsibilities, 
salary desired, family, and availability 
first letter. Norman Gordon, 515 
Cravens Building, Oklahoma City, Okla- 
homa. 





SALESMEN, we are manufacturers ex- 
panding to nationwide sales; men 
are needed with good following for 
Genuine Stone costume jewelry; no 
objection to non-conflicting side 
lines; state territory desired and all 
information first letter, including 
references; address, “C, 4286,” care 


of JC-K. 





AGGRESSIVE salesman with retail fol- 
lowing, to handle most complete line 
of religious jewelry; competitively 
priced; territories available; West 
Coast, Maryland and D. C. area; 
many active accounts; catalogue to 
enhance reorders; 1242% Commis- 
sion: sideline permitted; address, 
“LT, 4320.” care of JC-K. 





two established territories 
open: (1) Kentucky, Tennessee and 
West Virginia: (2) Virginia, North 
Carolina and South Carolina: calling 
on retail jewelers with our well-known 
gold-filled and gold line: additional 
non-conflicting line acceptable. A & Z 
Chain Co., 116 Chestnut St., Providence, 


SALESMEN ; 








Rhode Island. 
STORE MANAGER: thoroughly experi- 
enced to manage retail credit jewelry 


store in middle west doing over $200,000 
vearly volume; capable of handling all 
departments, including credit collections, 
display and promotion; starting salary 
$6,000 to $7,500 first year: state details 
of previous experience; all replies con- 
fidential. Address “R., 4313,” care of 
JC-K. 








JEWELRY STORE managers & assis- 
tants: an association of expanding retail 
jewelers has immediate need for ambi- 
tious jewelry salesmen and store man- 
agers for stores in the general area of 
Southern California; excellent salary 
and opportunity ; send resume of jewelry 
experience ; state salary; replies strictly 
confidential. Address “F., 4302,” care of 
JC-K. 
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COLLECTION MANAGERS & assistants: 
an association of expanding retail jew- 
elers has immediate need for ambitious 
collection managers and assistants for 
Stores in the general area of Southern 
California; excellent salary and oppor- 
tunity ; send resume of jewelry experi- 
ence; state salary; replies strictly con- 
~~ Address “F., 4303,” care of 


a 











WATCHMAKERS and department man- 
agers; openings in leased watch and 
jewelry repair departments in leading 
department stores throughout country ; 
old established company seeking only 
men interested in permanent positions; 
excellent working conditions; high pay: 
State age, experience. People’s Watch 
Repair Company, 120 Summit St., To- 
ledo, Ohio. 








LEADING credit jewelers, Utica, New 
York, with fifty-year background wishes 
to obtain services of aggressive sales- 
promotion man with knowledge of news- 
paper, direct-by-mail campaign, and 
merchandise promotions: additional ex- 
perience in window display, signs and 
diamond selling would be amply re- 
i aaa Address “S., 4283,” care of 
JC-K., 





CALIFORNIA—rare opportunity; up and 
coming ring-casting house in New York 
looking for salesman in California to 
sell “castings” to manufacturing whole- 
salers and jobbers; rare opportunity ; 
fast-moving ladies’ and gents’ color 
stone rings—pearl and pearl with dia- 


monds; large selection; allied line op- 
tional. Address “M., 4346,” care of 
JC-K. 





SALESMEN: Nationally known diamond 
ring house adding to our sales organiza- 
tion; require salesmen for Southern 
territory, New England, and Mid- 
Central states; men with established 
retail following only need apply; lib- 
eral commissions drawing against com- 
mission; give thorough antecedents in 
first letter: all information kept in 
strict confidence. Address “R., 4282,” 
eare of JC-K. 





SALESMEN for direct jewelry store sales 
on commission, to carry A. T. Cross 
line of fine writing instruments in 12 
and 14K gold filled; territories open: 
Middle and South Atlantic, East North 
Central, West North Central, Mountain 
and Pacific States; must carry non- 
conflicting high quality complementary 
lines; references and small photograph 
desired with resume. Write, W. . 
Boss, Sales Manager, A. T. Cross Co., 
1 Washington Ave., Providence 5, R. I 





MONEY-MAKING line for jewelry sales- 
men, retail following; sell patented 
Vari-Gem ladies and gents gold stone 
rings; the only stone ring line where 
the retail jeweler himself can _ inter- 
change and securely reset a variety of 
birthstones, pearls and onyx stones in 
a Vari-Gem ring in 60 seconds; com- 
pact line; dynamic sales-producing pro- 
gram; excellent commission; territories 
open: New York City, New Jersey, New 
York State, Ohio; protected territories ; 
supply references and experience; con- 
fidential. David Pfeffer Co., Inc., 106 
Fulton St., New York, N. Y¥ 








NATIONALLY KNOWN and respected, 
progressive watch company enjoy- 
ing a long and effective relationship 
with fine jewelers has a few open- 
ings for experienced watch or jew- 
elry salesmen; commission against 
a drawing account—plus—hospital- 
ization, life insurance and excellent 
retirement benefits; unusual oppor- 
tunities for aggressive and qualified 
salesmen; in sending resume, be 
sure to include education; experi- 
ence and indicate area preference, 
if any: address, “H, 4292,” care 
of JC-K. 











For Sale 


Stores, Stecks and Businesses 











FLORIDA; jewelry store, good for 
watchmaker and wife; all vear round 
business; reasonable; address, “P, 


4278,” care of JC-K 





McLEOD JEWELERS, 305 Delmas Ave., 
Pascagoula, Mississippi; phone SO 2- 
1731; $75,000 gross—1957; complete 
with repair department; air conditioned. 





JEWELRY STORE in central Michigan; 
well established; air conditioned; good 
volume; plenty repairs; $11,000. Ad- 
dress “L., 4345,” care of JC-K. 





JEWELRY STORE (county seat town) 
southwest of Springfield, Ill.;: large 
trade area; ideal for watchmaker. Ad- 
dress “D., 4224,” care of JC-K. 





COMPLETELY modern jewelry store in 
Kansas town of 9000; air conditioned ; 
best location; clean stock; $12,000; 
could be reduced if necessary. Address 
“H., 4322,” care of JC-K. 





HEART of business section Miami, 
Florida ; cash and credit jewelry store; 
established 30 years; complete—lock, 
stock and barrel; retiring. Address “E., 
4284,”" care of JC-K. 





JEWELRY STORB, Southeastern Ohio; 


State University city of 14,000; top loca- 
tion; modern store and front with six- 
room apartment above; excellent lease. 
Address “H., 4306,” care of JC-K. 





HEALTH demands immediate sale of one 
of New Jersey’s oldest and best cash- 
credit jewelers; perfect for chain or in- 
dividual operation; accounts receivable 
—$35,000; inventory $35,000; top store 
in excellent city. Address “G., 4354,”’ 
care of JC-K. 





JEWELRY STORE in Tidewater, Vir- 
ginia; over $30,000.00 gross; repairs 
$10,000.00 no charge for good will; top 
lines; established 25 years; opportunity 
for improvement and expansion; desire 
to end partnership. Address “W., 4229,” 
care of JC-K. 





MANUFACTURING JEWELRY PLANT 
for sale; a number of years in business; 
fine opportunity for a first-class me- 
chanic and a business man; from fifty 
to seventy-five thousand dollars down 
payment. Address “S., 4294,” care of 
J 





COLUMBUS, OHIO; small jewelry store, 
established 12 years; near Ohio State 
University; excellent opportunity for 
combination watchmaker and salesman ; 
rent very reasonable; stock and fixtures 
$3,350.00; other interests. Wooddell 
savolers, 2448 N. High St., Columbus, 

oO. 





BEAUTIFUL store in central Delaware; 
good cash and credit business; 100% 
location on main street; low rent in- 
cludes floor and wall cases; this has 
been a jewelry store for more than 50 
years; owner selling due to other busi- 
ness interests; can be purchased for 
inventory and accounts receivable; 
terms available to responsible party. 
Address “‘S., 4082," care of JC-K. 





SCHWANKE-KASTEN CO., of Mil- 
waukee, Wisconsin, have liquidated 
the inventory of their mid-town store 
through the service of Chas. F., 
Crowley Associates, of 550 Fifth 
Ave., N. Y. C. to settle the estate 
of the late Wm. H. Schwanke; this 
exquisitely appointed and superbly 
equipped jewelry store with its un- 
usually attractive lease now being 
offered for the first time; for infor- 
mation and photographs contact 
Schwanke-Kasten Co., 324 E. Silver 
Spring Drive, Milwaukee, 17, Wis- 
consin. 





For Sale 


Tools, Equipments 





ADDRESSOGRAPH CABINETS (2) com- 
plete with about 32,200 and 835 plates 
respectively for jewelry retailers and 
wholesalers of U. S., Alaska, and Ha- 
waii: size 26” x 26” x 21” each and 
mounted on Addressograph metal cast- 
ered tables: also with locking devices; 
SELL. Address “D., 4285," care of 
JC-K. 








Business Opportunities 





EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 


LIQUIDATE? GORDON BROTHERS! 
Flat sale or auction, prestige or 
volume operation .. . give your 
sales on commission basis the bene- 
fit of our 54 years experience and 








extensive organization. See ads 
below. 
SELL STORE? GORDON BROTH- 


ERS! Our reputation is your cer- 
tainty ... of maximum price, speed, 
reliability, facilities to meet indi- 
vidual needs. Oldest and largest 
cash buyers in the country. See ad 


below. 





CONSULT GORDON BROTHERS! 
America’s most complete service in 
cash buying and liquidating jewelry 
stores and stocks. Consult us on any 
phase without obligation. 38 Brom- 
field St., Boston. Hancock 6-3233. 





ANTHONY J. GREGORY, auctioneer, 
6748 No. Ashland; Briargate 
4-7303, Chicago 26, Ill. 


CONSULT M. Y. FINKELMAN, 29 E. 

’ Madison, Chicago; since 1923 highest 
cash prices paid for diamonds and all 
other jewelry stocks. Call collect Dear- 
born 2-3407, reference, your bank. 














BRILL AND COLMES, auctioneers- 
sales specialists; 45 West 45th St., 
N. Y. C., over 35 years successful 
retail or auction sales for jewelers 
throughout the country; highest 
references; see our ad page 113. 





(Continued on page 134) 
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(Continued from page 133) 


CONSULT Chase Jewelry Co. 29 E. 
Madison St., Chicago, Ill.; An. 3-5260; 
highest prices paid for diamond rings 
and other jewelry stocks, we buy jewel- 
ry stores and surplus stocks; estab- 
lished 1919. 





SAMUEL ISOW pays highest cash price 
for complete jewelry stores or surplus 
stock, get my offer before selling, it is 
to your advantage; bank and trade 
references. Write 54 Lispenard S8t., 
New York; telephone Canal 6-5233. 





SAMUEL GANSBERG, INC., will buy 
your surplus or entire stock and fix- 
tures; highest prices paid; bank and 
trade references. Write, 15 Maiden 
Lane, New York, Telephone Rector 2- 
6565. 





WILSON SALES SYSTEM, Empire State 
Building, 350 Fifth Ave., New York; 
sale and management specialists since 
1919, over 1500 jewelers have used our 
services; also buy stores for cash. 
Write, wire or telephone Longacre 5- 
7388. 


HAVING business problems? Need cash? 
You can solve all these by running 
retail or auction sale or combination of 
both; we also buy your stock for cash; 
no stock too large or too small. B. 
Schwadron, 217-02 Jamaica Ave., 
Queens, N. Y. Hollis 5-3335. 





AM looking for an old established jewel- 
ry store with a good reputation; I am 
in the position to pay cash on the “bar- 
rel head’ for a good going retail store; 
all correspondence will be treated with 
strict confidence. Reply to Herman 
Kimmel, 141 N. County Rd., Palm 
Beach, Fla. 


WANT TO SELL OUT? We'll top your 
best offer and pay you spot cash 
immediately; then as a bonus we'll 
share equally with you whatever 
profit we realize from the liquida- 
tion of your store; yes, we pay all 
expenses; write—wire—phone col- 
lect; Trading Corporation of 
America, 234 Euclid Avenue, Cleve- 
land 14, Ohio; Cherry 1-5810; ref- 
erences Jewelers Board of Trade or 
Dun & Bradstreet. 








DO you need cash? Examine our guar- 
antee sales method of obtaining at 
least 10% above $ for $ for your 
surplus stock, after all sales ex- 
penses; we have accomplished this 
amazing result for over 1000 jewel- 
ers in the last ten years alone; their 
thankful letters are in our files for 
your inspection; wire, write or tele- 
phone; Manny Silverman of Silver- 
man Sales Enterprises, 580 Fifth 
Ave., New York 19, N. Y. Telephone 
PL 7-4693: see page 84 for addi- 


tional details. 





MARTY MILES SALE guarantees 
quick action-cash profits: our service 
costs you nothing; testimonial letters 
from hundreds of jewelers prove the 
cost of each sale is turned into a profit 
by terrific extra volume for sales profit- 
wise our efforts product for you; every 
sale is carefully analyzed, planned in 
advance and is under constant super- 
vision of our executive staff; you can 
afford the best. Write, wire, phone 
Marty Miles Sales Inc., 910 N.E. 136th 
ett Miami, Florida; phone Plaza 








WANT TO RAISE CASH? Tell us how 
much you need and give us ten to 
fifteen working days to produce it 
by converting the slow moving por- 
tion of your inventory into dollars 
with the most dynamic and powerful 
flat sale you’ve ever seen; your 
valued franchises and reputation are 
fully protected because we sell what 
you want sold, in a dignified and 
ethical manner; no auction; cash 
type jewelers only; large or small; 
Charles Shane, Jr., 234 Euclid Ave., 
Cleveland, Ohio. 





AUCTION! AUCTION! AUCTION! 
The Faussett auction service has 
been well evaluated over the years 
by jewelry firms of high distinction 
retiring from business; advertiser in 
the Trade Journal for forty years; 
conducted the two celebrated group 
auction sales made by the six lead- 
ing jewelers of St. Louis; made auc- 
tion history with $2,238,000.00 cash 
results for ten firms; conducted the 
Thomas and Thomas auction of 
Colorado Springs, a sale attended by 
the elite of the Rockies; liquidated 
the Feagans Co. store of Los An- 
geles, stock embracing $3,500.,- 
000.00; closed out the Geiger and 
Ament store of Louisville, one of 
the nation’s best; started 1958 by 
completing the George W. Heffer- 
nan exclusive store of Memphis, in 
fact, was given the first jewelry auc- 
tion license issued by that city in 
20 years: hundreds of references; 
a specialist in close-outs: now Ili- 
quidating one of Florida’s fine 
stores with a 50 year background 
and noted for its excellence: Amer- 
ica’s Best Known Jewelry Auction- 
eer, Thomas J. Faussett. Howell. 
Michigan. 


Wanted to Purchase 























SURPLUS? GORDON BROTHERS! 
With our wide outlets, we can use 
your surplus, all of it, whatever it 
is, and pay you more for it. Just 
drop a line or phone collect for de- 
tails. 38 Bromfield St.. Boston, 
Hancock 6-3233. 





USED engraving machine in good work- 
ing condition. Nesemann’s Jewelry, 213 
E. Mill, Plymouth, Wisconsin. 





WANTED: L. & R. automatic cleaning 
machine and Kingsley stamping ma- 
chine: both must be in good condition 
and late models. Gaylor Jewelers, 4th 
& Main, Carthage, Mo. 





WE ARE interested in buying several 
jewelry stores that meet the follow- 
ing classifications: (1) Must be in 
towns of 5,000 to 50,000 popula- 
tion; (2) must be cash type stores; 
(3) must have Sterling lines; (4) 
must have good reputation and 
well established; Manning Watch & 
Jewelry Co., 580 Fifth Ave., New 
York, N. Y. 








; 
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SPOT cash for diamonds, any size, 
any cut; loose or mounted; watches, 
new standard makes; used watches 
or trade-ins, any make, antiques, 
lavallieres, chains, men’s or ladies’ 
set rings; anything you cannot sell 
send to me for cash; old gold, gold 
filled, silver, watch bands; refer- 
ences, Dun & Bradstreet; S. W. 
Hora, 1810 Netherwood Ave., Mem- 
phis 14, Tenn. 





MONEY! Sent immediately for your 
old jewelry and scrap of any kind 
including gold, gold filled, platinum 
or plated pieces whether broken or 
intact, also diamond pieces of all 
descriptions; your old jewelry is 
needed for our expanding chain of 
antique jewelry stores: your ship- 
ment returned intact if check does 
not satisfy: Ref.: Manufacturers 
Trust Co.. N. Y. Jewelers Board of 
Trade: M. Kent Associates. 1796 
University Ave., New York City 53. 


Watch Work, etc., for 
the Trade 





EXPERIENCE PAYS: 37 years of watch 
service is yours when you send your 
watch repairs to Fredendalls, 3123 W. 
111 St., Chicago 43, Illinois. 


HIGH class watch repairing for the trade; 
reasonable prices: all watches timed on 
Watchmaster: established 1913. Ben 
Marinoff, 170 Broadway, New York; 
Rector 2-1586. 


BOSTON, MASS.: expert and guaranteed 
watch repairing: Watchmaster tested: 
prompt service, prices on request; mail 
orders invited. David Migdal & Co., 
109-B Summer St., Tel. Hu 2-9547. 





FINE watch repairing for the trade; all 
work guaranteed for one year; 3 to 5 
days service; Watchmaster tested: rea- 
sonable prices. A. H. Shierer, Watch- 
maker, 191 S. Marion St., Oak Park, Ill. 





EXPERT watch repairing, one year guar- 
antee—fast service: cleaning & over- 
hauling $1.75: cleaning & balance staff 
$2.75: cleaning & MSP $2.50. Precision 
Watch Repair Co., 817 Sixth Avenue, 
New York 1, N. Y. 





COMPLICATED watch specialists; fine 
watch repairing to the trade; five day 
service; all watches timed, tested and 
guaranteed: 25 years’ experience. 
Studio Watch Service, 1510-20 E. Dela- 
ware Place, Chicago 11, Il. 


Special Order Work and 
Repairs for the Trade 








JEWELRY repairing ; new mountings fur- 
nished ; diamond setting. Harold Jacob- 
son, 29 E. Madison St., Chicago 2, Ill. 





WHEELS and pinions cut; prompt and 
guaranteed service; estimates and price 
list on request. The Clock Shop, 108 
2nd St., S.W., Charlottesville, Va. 





HIGH CLASS jewelry repairing, siz- 
ing, stone setting, new settings on 
old rings and half shanks, engrav- 
ing, stone setting, new settings on 
same location; J. P. Schaefer, 211 
N. 7th St., St. Louis 1, Missouri. 
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CHRISTMAS BUSINESS PROSPECTS 


° “Some call it a recession,” Wade McCargo, 
past president of the National Retail Merchants 
Association, said at the wholesale jewelers’ recent 
convention. “Others call it a gold-plated recession. 
What we've really got is a lousy boom!” 

It’s a boom, all right, when savings have risen 
to $340 billion. When life insurance is at an 
all-time high. When farm income surges 5 to 10 
percent ahead of last year. When 64 millions 
are employed. 

It’s a boom when Americans as a whole are 
able to spend more for meat and groceries than 
a year ago; to dress better (family clothing store 
sales are up); to drive more (gasoline sales are 
up), and to spend more for lumber and building 
materials. 

It’s a boom when 63 per cent of the members 
of the National Retail Merchants Association ex- 
pect their sales and profits this year to be at 
least as good as last year’s . . . and when 39 per 
cent of these merchants predict their profits will 
rise above last year, with most of the gain due 
to come in the fourth quarter. 

Certainly, people have the money to spend—if 
they want to spend it. They’re just being cautious. 
They need to be convinced. So, if the present 
boom finds business a little lousy in your store, 
ask yourself this question: Have we really been 
nudging our customers enough in recent months 
to convince them to the point of buying? Also, 
What have we done to improve our salesmanship? 
And, What are we planning now—in advertising, 
window display, in-store display, direct mail, 
telephone selling, promotions and credit policy— 
to make this year’s Christmas business better 
than last year’s Christmas business? (It must 
be better if we want to finish 1958 with higher 
profits than we had in the 12 months of 1957!) 

There is no problem on the horizon that real 
selling cannot solve. We have, across the nation, 


the handsomest, most glittering, best located re- 
tail establishments in America. The boxes in 
which we deliver our merchandise carry a proud 
name. We have our lists of customers, each one 
of whom has growing personal requirements for 
birthday gifts (4 million new birthdays this year), 
anniversary gifts, wedding gifts and Christmas 
gifts. And we have our sales staffs—friendlier 
and better trained folks than can be found in 
any non-jewelry store. Just compare that girl 
in your silver department or that man behind 
the watch repair counter with the clerks at the 
nearest department store! 

Yes, we’ve got what it takes for a bang-up 
Christmas and a great ’58. Except one thing. 
Most of our salespeople—and many of our owners 
and managers, too—need a jolt. If we have been 
acting like sad introverts, wondering about the 
lack of trade, we need to be jolted into happy 
extroverts who go out after trade. You can’t 
change the world and its problems by shouting, 
or complaining, or sulking. But, fortunately, and 
this is where individual initiative comes in, you 
can change yourself, and in doing so you can cure 
a lot of your problems, and improve the attitude 
of your customers as well. 

Take a careful look at your stock; the public 
wants good honest products, offered at good, 
honest prices. Take a careful look at all the new 
designs and new products which the manufac- 
turers will be showing in Chicago and New York 
within the next few weeks. Watch their printed 
announcements to the trade, and take time to 
study salesmen’s offerings. Look for merchandise 
with new features and benefits which will interest 
your customers. 

It boils down to this: If you’re not going out 
of business, you’ve got to go out after it. If you 
want a Merry Christmas in December, you’ve 
got to get going during July and August. How 
about it? 
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The “Built-in” helpfulness 
of Makepeace metals makes 
jewelry designing easier e e e There’s much more than a bill of lading 


that goes with each shipment from the 
Makepeace plant. There’s a big plus — 
the “know how” to give you what you 
need to design fast selling jewelry — and 
the willingness to consider your needs as 
part of a basic service to the jewelry in- 
dustry. Makepeace craftsmen are masters 
of fine metal (such as gold, gold-filled and 
sterling silver). They make it easy for you 
to design a line and build it just the way 
you want it. 






D. E. MAKEPEACE DIVISION 


Attleboro, Mass. 


,) For a mirror finish ; 
A without polishing New Baker settings 


MU use Silva Brite process—@ | wy) dramatize diamonds 








j 
Advanced thinking at Baker has created 
fit ficient t 
2 Sa ee ee WW advanced designs in settings. Styled to 


mirror-bright silverplate finished directly modern tastes, a Baker setting will comple- 


— with little or no polishing. The process - ; 
. a P g * <>) i +. ment every stone, make it brighter, add 
is non-critical, easy to use, economical and a = y j 
; ‘i nat \ ~] lustre and fire. To be shown at its best, 
produces a hard, ductile, brilliant finish. It \ SN | 
a ict canal ne ee ee every stone needs a dramatic Baker setting. 
i ing u successfu ra ate ' 
. . YY Available in all sizes in 10% iridium plati- 


jewel holl . Work is d i 
jewelry and hollow ware. Work is done in num, jewelry palladium and gold. 


a clear water-white solution, enabling the 
operator to watch plating being done. BAKER SETTING DIVISION 
850 Passaic Ave. 


East Newark, N. J. 


Complete technical details available. 





AMERICAN PLATINUM 
& SILVER DIVISION 


231 New Jersey Railroad Avenue 
Newark, N. J. 


BAKER 


AMERICAN eT x SETTING 
PLATINUM | — DIVISION 


4 SILVER 113 ASTOR STREET 
DIVISION uae aaa 





COMMUNITY LOOKS TO THE/ ii FUTURE... 


and introduces 
a pattern with a 
beautiful future — 


“Hower 


“From an enchanted forest glen... for your enchanting table’’. . . that’s 
what nationwide Community advertising will be telling your customers 
about new “Silver Flower’’*. Community pre-tested this new pattern, and its 
delicate blossoms and graceful sweep were just what women wanted in a 
silverware design. Harmonious with any décor, complementary to any motif, 
we know your customers will be enchanted with beautiful ‘Silver Flower’’! 














And...to help you sell more “Silver Flower’’... 
COMMUNITY Looks to the Future with: 








New PACKAGING—a wide variety of sets for every need. | 








New PRICING-sets priced to fit every budget. 


New “BEAUTY WRAP” -—to keep Community 
completely tarnish-free while in your store. 


New SELLING AlDS-merchandising and 
promotion items; mats and reprints. 


| 

















BE SURE TO CONTACT YOUR WHOLESALER OR COMMUNITY REPRESENTATIVE TODAY! 


Crafted by 


Heirioom™* Sterling os a 
& Conmuaity* sivepate OQONEIDA SILVERSMITHS jf "7 FOR FULL DETAILS 


Oneidacraft* int 
ar eee makers of distinctive tableware j SEE PAGES 16A TO I6J. 


FSRADEMARKS OF ONEIDA LTD.. ONEIDA. NN. Y. 





